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qper Washers are the Solution 


to Every Woman’s Laundry Problem 


HE DEALER that sells Apex electric washers has 

a solution for every woman's laundry problem. In 
range of types, models and prices the newly designed 
1935 line is the most complete ever built under a single 
trade name. It includes three wringerless and four 
wringer-type models. The latter may be had with 
or without pump. 


For extra large capacity Apex offers the S-16 wringer- 
less and the 204-P Deluxe wringer-type. Each has a 
tub of 20-gallons capacity when filled to the water line. 


As a price leader, Apex offers the 201 wringer-type— 
a handsome washer with all-white tub and jade green 
base—an exceptional value at the price. 





For unusual service features and 100% safety, the 
S-16 wringerless! Washes, blues, rinses, sterilizes and 
dries for the line. The most efficient washer ever built. 
Does everything but hang up the clothes. 


For outstanding beauty, the 204-P Deluxe. Note its many 
unique labor-saving features illustrated at the right. 


Thorough, rapid cleansing is insured by the exclusive 
Apex Double Dasher. Formerly available only on the 
highest priced models, it is now incorporated in all Apex 
washers. The Double Dasher washes at all water levels. 
Will not twist, tangle or tear the most delicate fabrics. 





Beginning with the low end of the line, Apex prices in- 
crease by easy steps. This makes it easier to sell the 
4 higher priced models. And the higher the price, the 
greater the dollar value —the greater your profit, tool 





All Apex Washers carry a generous margin of profit 
for the dealer, while widespread warehouses eliminate 
the necessity of carrying large stocks. Complete 
catalog, prices and discounts sent quickly upon request. 


* 
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he New Apex Deluxe Washer No. 204-P, America’s most beautiful electric APEX ROTAREX CORPORATION 
rasher, Ultra modern design with completely enclosed wringer column. Subsidiary of The Apex Electrical Mfg. Co. 
inished in all-white with ebony black base. Wringer finished in satin alu- CLEVELAND, OHIO ieee 
tinum with oxidized black trimmings. Has largest capacity tub in industry. P i 










West of Denver: APEX ROTAREX MANUFACTURING CO., Oakiand, Calif. 
In Canada: THE ROBERT MITCHELL COMPANY, LID., montreal, P.Q. 
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The 
erchandising Month 


WASHERS 


E are devoting a number of 

pages in this issue to various 

means of meeting laundry 
competition. The power laundries as 
everybody knows by this time are in a 
drive for new customers; the same 
customers that the washer dealer is 
after. 

This is an old battle, to be sure, but 
there is a blood-in-the-eye seriousness 
about it this time. Furthermore, the 
laundry trades have an advantage over 
the washer men in that they are better 
organized for a campaign. Washer 
men seem chronically unable to get to- 
gether on a cooperative promotion. 
Lovell Manufacturing Company is 
carrying on a series of constructive ad- 
vertisements on home laundry in the 
Saturday Evening Post, providing an 
answer to the series being run by the 
American Laundry Machinery Com- 
pany for the laundry side of the ar- 
gument. 

It is in the home towns that the 
battle comes and the washer trade is 
weak in newspaper advertising. Local 
groups of laundries are cooperating in 
educational advertising. They are 
using large space and Sunday Roto- 
gravure pages in many cities. Some 
of the copy is pretty hot, and aimed 
directly against the washing machine. 
This should, of course, be met with 
good educational advertising on the 
home laundry. The chances, however, 
that merchants selling washers will 
contribute to a fund for such edu- 
cational advertising, are pretty slim. 

Washer dealers are like the manu- 
facturers in that respect. The adver- 
tising answer, if any, is that some 
bright salesman for a newspaper will 
get them together in full pages of 
product advertising with a little edu- 
cational copy thrown in by the paper. 
This happened in Albany last summer 
with results described as good. (Story 
in this issue. ) 

Even with increased use of adver- 
tising space the job is up to the sales 
force. Outside selling will this year, 
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as always, produce washer business. 
And if it turns out that this laundry 
threat has stimulated washer men to 
a greater sales effort, the laundries 
will have done us all a good service. 


RANGES 


, LECTRIC range sales have 
started the year off with a bang. 
January 1935 shipments reported are 
83 per cent above the previous year 
with billing prices that indicate an 
average retail value of $130: Based 
on percentage accomplishments of for- 
mer years, the 6,606 ranges produced 
in January forecast a total of more 
than 200,000 for the year. This is a 
prospect to sharpen the interest of the 
merchant as well as the utility. The 
range is fast reaching the stage of de- 
velopment where it will produce mer- 
chandising profits as well as load 
building results. 

Past history shows that the greatest 
retail profits have been made on major 
appliances—washers, cleaners, refrig- 
erators, in the period when total sales 
and saturation have passed the million 
mark and before sales reach the five 
million figure. 

It is this interval after the pioneer- 
ing stage has been passed, with accep- 
tance broadening rapidly, that the 
specialty dealer has stepped into the 
picture built a sales force and taken 
a volume business and made himself 
a profit. This was the experience with 
the washer and the refrigerator ; prices 
remained stable until after production 
passed 5,000,000 and competition was 
with other specialty sales organiza- 
tions rather than with mass merchan- 
dising outlets driving for low prices. 
The same thing should be true of 
ranges. Present prices offer a dollar 
margin to the dealer. Utilities *are 
cooperating actively in absorbing in- 
stallation cost, in financing sales and 
in advertising and educational work. 
It looks like an opportunity. 


ANGE sales are following nor 
mal market breakdowns as to 
the class of purchasers. As an article 
in this issue shows, about sixty per 
cent are being installed in the homes 
of people of very moderate income. 
This is the great market for all home 
equipment and the class that is buy- 
ing refrigerators and washers today. 
With this in mind there should be 
more attention paid to the economy 
story on the range. 

The money saving story is selling 
washers today, and has been selling 
them for years. Economy in buying 
and food preservation has been a basic 
selling point in refrigeration from the 
beginning. But the economy possible 
through the electric range has not been 
as fully developed or as dramatically 
shown, and yet in direct money sav- 
ing and health preservation the range 
has both washer and refrigerator far 
outdistanced. 

It is even more vital that the econo- 
mies possible with the range be given 
a convincing emphasis when we con- 
sider the yearly operating cost and its 
place in the limited family budget. 
Home service women have done much 
work along these lines, but what is 
needed is a thorough-going education 
of present range owners and prospec- 
tive buyers in the drastic reductions 
in food costs that are possible. When 
the women of all classes are shown 
the money to be saved through home 
baking and home canning, for two 
instances, you will have reduced the 
criticism of high operating cost to a 
whisper. Show the mother of a fam- 
ily struggling with a restricted budget 
that she can have better food, high in 
nutrition, at costs that will not only 
pay for the current but pay for the 
range itself, and leave a margin over. 
She will not have to be pressured into 
buying a range, she will take it away 
from you. 


COM Ot Ae — 


EDITOR 
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present this 


Christmas ! 


... A handsome new Electric Washer 
as a Christmas Gift! Why not? It will 
help her save moncy through the years 


—and save her time and energy too 
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WELFARE OF THE INDUSTRY 








NE-THIRD of America’s homes are not wired. 

Less than one-half of these have electric 

washers. Ten years ago there were only 7,000,000 

wired homes without washers—today there are 

11,000,000. Of the 9,500,000 washers in use 

6,500,000 are five years old or more. Of these at 
least 4,000,000 should be junked at once. 


How can we take advantage of this great oppor- 
tunity? Certainly not by using the profitless 
methods employed during the last few years. The 
job must be done as it was when electric washers 
sold for $175.00. Tens of thousands of women 
bought at this price and higher and were satisfied 
with their purchase. 


The men who sold these $175.00 washers didn’t 
talk price. They told the prospect that 
an electric washer would pay for itself. 
Would save her time. Save her energy. 
Save her clothes. Keep her face and 
hands from growing old and red. 
Make her clothes cleaner and whiter. 
Enable her to wash more frequently. 
Have more clean clothes on hand. 
To prove his statements the sales- 
man demonstrated. Then emphasized 
the easy terms. 


In those days the salesman was sup- 
ported by national advertising that 
featured the same points that 
he talked about and demonstrated. 


See the Lovell Advertisement in the March 23rd 
issue of The Saturday Evening Post 



















This constructive advertising has vanished from 
our great national publications. Today, in news- 
papers, only the price is featured. Lower price! 
Lowest price! And much of this advertising is 
being subsidized by the manufacturers themselves 
—coerced by retail buyers intent on volume, 


regardless of customer’s satisfaction or profit. 


For these reasons Lovell has dedicated its 1935 
national advertising campaign to the restoration 
of those first principles that established the 
industry and earned a profit for all concerned. 


These tried and proved selling methods won for the 
electric washer its first tough battle against wash- 
board and commercial laundry. They will win again. 


* * 7 


BUY A Naturally, after more than a half 


LOVELL EQUIPPED 
ELECTRIC WASHER 


SAVES CLOTHES 
SAVES TIME 
SAVES ENERGY 
SAVES MONEY 


Makes Clothe s Cleaner 
and Whiter 


century of experience, Lovell believes that 
a washer equipped with a Lovell wringer 
is a BETTER washer, not only from 
the standpoint of Lovell’s sturdy con- 
struction, unfailing safety release, adjust- 
able pressure, oilless bearings, hand- 
made laminated rolls, and many other 
features, but also from the standpoint 
of providing the most satisfactory 
method of rapid and effortless ex- 
traction of soiled water and loosened 
particles of dirt from cloth- 
ing, after agitation in 
the wash or rinse water. 
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The ARGUMENT 


cular from my local laundry 
4 which leads me to sharpen my 
pencil and begin to figure costs. I 
have just received another such cir- 
cular. This time my laundry, which 
is a superior laundry as commercial 
laundries go both from the standpoint 
of workmanship and also from the 
standpoint of enterprise, offers me 
what it calls “Laundry on the Budget 
System.”’ And once again I shall make 
a comparison of the costs of doing the 
family wash in my own electric laun 
dry, and of the costs of having it 
done by my persistent commercial 
competitor for the job. 

The Budget System as I see it is 
really a proposal by the laundry to do 
an average family wash, to take the 
full responsibility for it, and to de 
liver it completely finished—flat work, 
linens, body wash, shirts, hosiery and 
everything. Because it is a proposal 
to wash everything—this is the only 
real competition for what I do in my 
domestic laundry. The minimum price 
for this is to be $2.00, and the only 
extra charge is to be 10 cents a pound 
for everything over 20 pounds. The 
housewife, however, has to agree to 
turn her entire wash over to the laun- 
dry, presumably because the calcula- 
tions of the laundry are based upon 
the fact that if she turns all over to 
the laundry, the average bundle will 
run around 23 pounds—that the aver- 
age housewife will pay $2.30 each 
week for her washing. As the average 
bundle today is about 15 pounds for 
a family, it is obvious that the Budget 
System would produce a fifty per cent 
increase in the laundry’s volume, thus 
making it possible for the laundry to 
do the whole job instead of the partial 
job which it does today on the so 
called Thrift Bundle. 

The Thrift Bundle was invented 
and has been pushed by the laundries 
for the purpose of achieving the same 
objective for which the Budget Sys- 
tem has been invented—to get the 
housewife to send all her wash to the 
laundry, and to do none of the wash 
ing and ironing at home. It has not 
however succeeded. Most housewives 
send enough to get the minimum price 
on the Thrift Bundle, but then, in- 
stead of paying the extras for shirts 
and other special items, which made 
the costs mount up very rapidly, pre- 
ferred to do this more expensive work 
at home. As a result the average re 
ceipts of the laundries for the Thrift 
bundle were less than $1.50. The 
Budget System, which was first intro 
duced to the waiting world in Boston, 
it is hoped will nearly double the av 
erage amount which is spent for laun 
dry work 

The N.R.A. codes, at least in our 
section, haye helped to destroy the 
popularity of the Thrift Bundle by 
raising the price very greatly. In New 
Jersey, for instance, an average Thrift 
Bundle of 20 pounds with all of the 
extra would average $3.50 —a sum 
prohibitive for most families. And 20 
pounds would have meant that the 


} VERY so often I receive a cir 
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average housewite still puddled out 
and ironed about three pounds by 
hand, in addition to the 20 pounds 
upon which this calculation of costs 
has been made. Prices on other kinds 
of work also were advanced as a re- 
sult of the adoption of codes. Flat 
work, for instance was advanced from 
8 cents to 10 cents — an advance of 
25%. Only wet wash, which is in- 
tended to furnish the commercial 
laundry its volume, has been excepted 
from the general advances. My notes 
on wet wash, which represents about 
15 per cent of the laundry’s business 
as to price covering a period of eight 
years is as follows: 


Price 
Year Price per lb. 
1927 75 cents for 25 lbs. 3c 
1929 80 cents for 20 Ibs. 4c 
1933 50 cents for 10 Ibs. 
4c for each extra lb. 5c 
1934 80 cents for 20 Ibs. 4c 
1935 49 cents for 12 Ibs. 4c 


Plainly, the depression hasn’t en- 
abled the laundries to reduce prices 
very much. People’s incomes have 
come down; laundry prices haven't 
come down in the same proportion. 
Domestic washing machines and iron- 
ers, on the other hand, have come 
down in price very markedly ; no won- 
der the laundries have lost business 
to the housewife and her home laun- 
dry. Nor are there any prospects that 
the laundries will be able to lower 
their prices very much in the immedi- 
ate future. The codes have raised their 
costs; wages are higher, at least on a 
unit basis in most instances; soap 
which formerly cost them 41% cents a 
pound now costs them 7 cents; nets 
which cost them $3 now cost $5.50; 
paper has jumped even more sharply; 
oil, gas, tires and delivery costs in 
general are materially higher. 

So now comes the Budget System; 
a complete service, presumably low in 
price; it should persuade the house- 
wife to stop ironing’ expensive items, 
like shirts, and puddling out things 
which are easy to wash, like hosiery. 
Whether it succeeds in changing the 
present proportion of the business 
which the laundries do—roughly about 
25 per cent leaving 75 per cent in the 
homes—depends largely, in my opinion, 
upon the salesmanship and advertising 
tactics of the manufacturers of home 
laundry equipment. If they leave ag- 


WHEN A WOMAN 


gressive competition to the laundries, 
the apparent cheapness of this new 
service and the obvidbus ease of the 
service, may persuade many women to 
abandon the use of their home laun- 
dry, and so reduce the numbers of 
women generally who will consider 
ironers. The Budget System promises, 
the buying of washing machines, and 
therefore, to make competition be- 
tween the domestic washing machine 
and the commercial laundry keener 
and keener. The manufacturer of 
home equipment cannot afford to leave 
the women and men of the country 
unacquainted with the facts. If the 
home laundry can do a better job 
and do it more economically than the 
laundry with its Budget System, then 
in these days when thrift has again 
become smart and when the “new 
leisure’ gives the woman time enough 


















































































































































































KNOWS THE 


FACTS ON WASHERS SHE WILL 
NOT BE CONVINCED BY THE 
LAUNDRY SOLICITOR 







to earn money in the home by doing 
things there for which otherwise she 
would have to spend cash, the facts 
must be publicized. 

What are the facts? Has the intro- 
duction of the Budget System changed 
the situation since December 1932 
when I last made a study of compara- 
tive costs and concluded that it paid 
overwhelmingly to use the home laun- 
dry? How do costs compare today 
with costs in 1931 when I published 
my first comparison in ELECTRI- 
CAL MERCHANDISING? 

The first point which has to be con- 
sidered is the question of whether or 
not we are going to assume that the 
average woman is yoing to accept 
the Budget System and send all of her 
washing and ironing to the laundry. 
An exhaustive investigation of this 
whole matter in 1931 showed that at 








































































































that time the woman who sent her 
washing to a laundry, spent almost 
as much time on her washing at home 
as did the woman who did all her 
washing on electrical equipment at 
home. Indeed, if the woman who sent 
out her work failed to use a washing 
machine and ironer (as so many do) 
the investigation showed that she spent 
more time washing and ironing the 
so-called perishables by hand than did 
the woman who washed it all at home 
but used modern electric machinery to 
help her in the work. 

Personally, | am convinced that 
only a very limited number of. women 
are going to adopt the Budget System 
as completely as the laundries hope 
for. There are two kinds of homes 
which they will not reach; the home 
in which the housewite has so many 
beautiful things to wash that she will 
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not take the chance of sending them 
to the: laundry. In such a home, these 
pieces now last indefinitely; if sent 
to the laundry, they would be certain 
to depreciate more rapidly, and noth- 
ing that the laundries can do with re- 
gard to price will persuade women of 
this kind to ignore the wear and dam- 
age which may be done to these preci- 
ous belongings of theirs. Even if such 
a housewife does send out part of her 
work, she will continue to do a sub- 
stantial wash each week at home in 
the future as she did when I made 
an exhaustive investigation into the 
matter four years ago. 

The other kind of home is the one 
in which, particularly today, every 
dime has to be counted. In studying 
the budget of one such family, I 
found that the amount allotted for 

(Please turn to page 5%) 
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The HOME LAUNDRY 





Laundries Cannot Meer 


pays for itself and here are 


the figures to prove tt. 





Weekly Cost Washing and Ironing family of 
5 persons with moderate and low incomes 








Cost of ironing: 


Current ate 


HOME POWER LAUNDRY 
LAUNDRY 
“== OD E F 
lehwieyoesst 020A le 2.30 ___. 2.00 ____1.41(c) 
Extra wear and tear 
(depreciation over 
home laundry rate) 
iInceteen 00 Be ts OR isi 3 SOs. 38 
6% interest on home 
laundry equipment |____.. gaya Tiel Sa O1(b).. .O1(b) 
10% depreciation WS CT 02 .....02 
Cost of washing: 
Hot waterand soap |____.. AS Nee .065 
Current 












82 
5 Ye hrs. 


Total cost 
Time spent 

Home laundry cost 
Home laundry saves 


in money per week 
Home laundry saves 


in money per year 





2.53 


34 hrs. 6/2 hrs. 





1.93 





82 82 82 
$1.86 $1.71 $1.11 
96.72 88.92 57.72 








(b)—Hend Iren only. 


(e)— Budget System, part ef laundry done at home. 





(e)—Wesher ond ironer figured at $69.50 each. Misc. $10. 


(¢)— Average of 34,213 weekly bundies from a number of loundries. 
Dote from a bulletin of American Loundry Machinery Company. 
(d)— Budget System, all work finished, no work dene at home. 


(#)— Thrift Bundle, aff work washed, flat work finished, balance irened at home. 












By 


Mrs. Racpu Borsopi 
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D commercial laundries have declared war! 


They are now engaged in an effort to turn—or at least slow up—the na- 
tion-wide progression to home laundrying. 





Washing machine dealers have no cause to worry about the ultimate outcome 
of this war. The trend to home laundrying is based upon too many good, 
sound, economical reasons to be diverted. 


% Modern electric washers and ironers now eliminate ALL washday drudg- 
ery ... and with it, the last excuse for sending clothes outside. 


But . . . commercial laundries are desperate. They must turn the rising tide or 
go out of business. So they are putting millions into this gigantic advertis- 
ing and merchandising campaign. Sheer mass pressure of this huge expendi- 
ture may partially persuade some over-credulous individuals to doubt the 
economic soundness of home laundrying. 


To aid EASY dealers in presenting the true facts, EASY has prepared a num- 
ber of sales helps. They enable you to lay before the prospect what we believe 
to be the facts. Included are: 


1. Booklet comparing costs of send- 
ing clothes out with cost of doing 
the laundry in the home, with com- 
ments on the many other very real 
advantages of the home laundry. 


2. “Check-Up Sheet” used to figure 
out the application of the general 
plan to the particular prospect. 


3. Newspaper advertisements. 


4. An easy plan of payments where- 





by EASY equipment is purchased The truly modern washer that takes all the work out of wash- 
. life of clothes. 2. Cuts 
through daily or weekly deposit of woaies Sop ; 3." Cleaneas gorment thor- 
. . 4. Saves soap and hot water. 5. quietly 

the money saved on laundry bills. vibration. 6. Eliminates tangling. 


Further details and samples of the materials to be used are freely available to 
all EASY dealers upon request. Write Easy Washing Machine Corporation, 
Syracuse, N. Y. 


EASY WASHING MACHINE CORPORATION 


Syracuse, New York 
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WASHERS. 
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Newspaper 


Pages 


NE way to meet 
cooperative com- 
mercial laundry 


advertising—that is local newspaper 
advertising to which three or four lo- 
cal laundries contribute to further 
their cause—is local cooperative home 
laundry advertising. 

Because of the absence of local 
leadership the washer industry has 
made little use of this effective method 
of furthering their own interests. 
Dealers and department stores run 
their own ads, feature the washer they 
are selling and allow price to be the 
dominating feature of the insertion. 
The simple process of grouping what 
advertising was being done would add 
weight to the impression of washer 
advertising in the minds of the pub- 
lic. Add to that a promotional or 
educational message which the utility 
company might sponsor as its con- 
tribution to the cause, or which the 
dealers might contribute in even part, 
and the weight of the ad would be 
doubled. 

It took an alert newspaper in one 
community to turn the trick and pro- 
vide an example that might well be 
followed by newspapers in other cities, 
electrical associations, power compan- 
ies or any other cooperative organiza- 
tion whose business and interest it is 
to combat the powerful influences of 
the local laundries advertising appro- 
priations. 

The plan as it was tried in Albany 
was sponsored by the Albany Evening 
News, according to Henry W. Stock 
of that paper’s advertising department. 
It was given its first push in 1933 
with a slogan —‘52 Laundry Bills 
Will Pay for Your Washing Ma- 
chine!’’— as the rallying cry around 
which dealers might run their own in- 
dividual advertisement. Those being 
in the dear, dead days when there was 
something in the nature of a gentle- 
men’s agreement between the washer 
industry and the laundry industry not 
to sock each other on the nose or do 
any knifing in the back, there was 
a prompt kick-back from. the laundries 
who looked on the campaign as a das- 
tardly attack on their business. 

So the Albany washer dealers, also 
being gentlemen, called a halt—but not 
before the idea had been snapped up 
by newspapers in Utica and Buffalo 
and similar campaigns, using the same 
slogan, had gotten under way. 

The next crack at the cooperative 
dealer washer advertising was institut- 
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SPIRALATOR WASHERS 








woe | 





|. Guan: 











_ 

























Dz 


eee eoe 





SES | 
tt Seves 1-3 of Washing Time! 
Wome Ue Dreyer Type he 
Sor oo 144 

Le Alt Crh Agybiances Ciieaey)s Seth. 
Mire Hany Spersieme Cather, a Cndgn Pin = | al 


Lowest in History 
NOW 






— 
Fr: 


2 
RERA 





lt 
i be. for before long ey wel be 
reamed 


Cat comch with ce Geer aaamed oo 
page They Gi gindly gre ree compte 
ermenor chew: che clerin eater wed 





























An example of the full page cooperative dealer washer 


advertising run in. Albany 
that the editorial note runs 


ed by the same Albany Evening News 
last summer. Four full pages of wash- 
er advertising — all by dealers — ap- 
peared in the month of June, 1934. 
“Washing Machine Prices Lowest in 
History—BUY NOW?” was the slo- 
gan this time. And a potent slogan it 
proved to be. Occupying the center 
position on the page, it was surround- 
ed with dealer ads—Merriam’s offer- 
ing a GE washer at $69.50, Whitney’s 
advertising Easy at $99.50 and $144- 
50, Swire’s Radio countering with 
Thor at $69.95 with Braun’s fol- 
lowing their example, Harry Phillips 
plugging Universal at $49.50, Swire’s 
Furniture featuring ABC at $49.50, 
Fern’s Furniture displaying One- 
Minute at $44.95 and Montgomery 
Ward ending up the procession with 
the lowest price offer—a Wardway at 
$34.95. 

And despite the fact that price 
played the biggest part in the ad it 
was difficult to get away from the 
smash effectiveness of full-page dis- 
play—a page that shouted ““Washers!”’ 
at the public instead of peeping shyly 
from three column inches at the bot- 
tom ot a page. 

What effect did it have ? 

We went around to see J. H. Van 
Aernam, New York Power & Light's 
industrious commercial manager. Since 
that company retired from the active 
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during June, 1934. Note 
in the center of the page. 


merchandising field in 1932, “Van” 
has been collecting figures from all 
dealers on merchandise sales. Now re- 
member June is not a big washer 
month—the boys are all too busy chas- 
ing refrigerator prospects. April and 
May, September and October are nor- 
mally big washer months, according to 
Van's figures. Here are his figures for 
washer sales for both the entire terri- 
tory and for Albany alone. The entire 
territory includes such towns as Al- 
bany, Amsterdam, Glens Falls, Glo- 
versville, Hudson, Saratoga, Schenec- 
tady and Troy. 
1934 SALES—In Units 
Entire Territory Albany 


January 497 111 
February 538 103 
March 598 106 
April 916 256 
May 790 151 
June 708 209 
July 665 191 
Augtst 672 188 
September 701 245 
October 821 337 
November 666 265 
December 703 256 


A total in all of 8,275 washers sold 
in the entire territory of the New 
York Power & Light Company in 
1934 as against a total of 6,309 sold 
the year previously. Let it be noticed, 
however, that whereas June sales for 


The 


Supporting 
Barrage 
to the 


Front Line 


of 


Salesmanship 


the entire territory fell from 790 in 
May to 708 in June, that sales for 
the Albany territory, when the coope- 
rative dealer advertising was being 
run, rose from 151 in May to 209 
units in June. Naturally, the dealers 
liked it. And naturally the dealers are 
willing to forget their individual com- 
petitive troubles when massing their 
individual ads brings such returns. 

The procedure followed in getting 
the dealers together was simple, says 
Henry Stock of the Evening News. A 
layout was prepared, the editorial mes- 
sage on washers being given the center 
of the spread, both for the purpose of 
attracting the greatest attention and 
avoiding disputes among dealers as to 
relative merits of position. Three or 
four of these layouts were made and 
three or four men of the paper’s ad- 
vertising department were given the 
job of soliciting the various dealers. 

All indications are that the cam- 
paign is to be continued this year coin- 
cident with the power company’s 
schedule on washer advertising. The 
gloves may be off this year if commer- 
cial laundry advertising at present be- 
ing run is any criterion. When the 
writer was in Albany, four laundries 
were cooperating on almost a full 
page schedule to apprise the housewife 
that “One Minute on the Phone” 
would save them “Hours over the 
Tub.” And just in back of the wash- 
tub pictured was a washing machine. 
So their argument is not being direct- 
ed to merely old-fashioned hand 
methods. 

It might be pointed out here that 
the laundry campaign—especially such 
as was conducted in Kansas City where 
economy of wet wash bargain prices 
was given greates prominence—would 
best be met with dealer cooperative 
advertising in which the editorial mes- 
sage which tied it together be directed 
to facts and figures on the economy of 
home laundry operation. Such figures 
as that able home economist, Mrs. 
Borsodi, has assembled for this issue 
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O* E of the biggest advantages in successful washing 
machine merchandising is in having a line that offers 
definite, visible features of superiority around which a con- 
vincing, logical sales story can be built. 


Speed Queen dealers enjoy this important advantage. The 
famous bowl-shaped tub... the steel chassis construction 
with double walls... the “arc-cuate” drive transmission ... 
and now, the new, beautiful cabinet design and new Speed 
Queen Safety-Roll Wringer . . . are all exclusive performance 
features which mean greater sales, and hence, greater profits 
for Speed Queen dealers. 


If you want to step ahead of the crowd... if you want 
something more than the ordinary, conventional features to 


talk about... go after the Speed Queen-Simplex franchise. 
You'll be money ahead at the end of the year! 


SPEED QUEEN 





BARLOW & SEELIG MFG. CO. 
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Ripon, Wisconsin 


Speed Queens 
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This custom of having a 
negro mammy take wash- 
ing to her home is grow- 
ing into disrepute. 


HE SALES resistance to the 
washing machine is being 
cracked down South. Unel 


recently, hawever, dealers found the 
way exceedingly hard. They had not 
only to fight the steam laundries, but 
also the negro washerwoman and most 
of all a feeling that a washing ma- 
chine is beneath the dignity of the 
Southern woman. 

But the traditional idea of leisure 
for the Southern woman, inherited 
from slavery days, is losing caste some- 
what. The average housewife is show- 
ing more and more interest in labor- 
saving and money-saving devices. The 
“do it yourself” urge is spreading and 
the Southern woman is now buying 
washing machines like her Northern 
sister. Formerly the housewife in 


Dixie would have considered the of- 
fer of a washing machine for Christ- 
mas an insult, but many of them 
would now look upon it as a right 
nice gift. 

A leader in crashing the Southern 
Alabama Appliance 


the 


market is 


a 


Company of Birmingham which sold 
four carloads of washing machines 
during 1934 and at the present rate 
will double this amount for 1935. 
This concern sold one-third of the 
machines sold in Birmingham during 
the year, there now being 36 dealers 
compared with only two three years 
ago. 

“Most housewives, although they 
may still dream of the leisure and 
the comforts of pre-Civil War days, 
like to think they are holding down 
the family budget and helping their 
husbands get along,” said Paul J. 
Watson, manager. ““We suggest that 
with a washing machine they are 
really’ doing their part toward this 
end and in addition enjoy a number 
of other advantages which we enum- 
erate during the course of the conver- 
sation. 

Another one of our jobs is to com- 
bat the weakness for the negro washer- 
woman. When a woman advises us 
she can get her washing done by a 
scrubwoman for a few cents each 








A leader in breaking down this old prejudice is Paul J. Watson, 
manager 0} the washer sales for Alabama Appliance Co., Birming- 
ham, who is seen (right) demonstrating a machine to a male pros- 
pect. He sold four carloads during 1934. 
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LUSCLE 


By 
Geo. H. Watson 


The “master” and “lady” of 
this ante-bellum home for 
quite a while evinced a prej- 
udice against the washing 
machine, but this has been 
broken down and the laun- 
dry im the basement has an 
expensive washer and ironer. 
A colored servant uses these 
mechanical aids instead of an 
old fashioned washpot, tub 
and scrubboard. 
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In the south the washer dealer has to 


sell against tradition and cheap labor 


week, we consider that the starting 
point for a sale and limber up for 
action. We challange her to allow us 
to bring a washer out and redo the 
clothes after they are returned from 
the washerwoman. The amount of 
dirt we get out in the second opera- 
tion usually opens her eyes. 

“But the superior cleansing ability 
of the washer is not our biggest argu- 
ment in overcoming the washerwoman 
bugaboo. We suggest that the woman 
would probably not care to go and 
spend the week end with a Negro 
servant, yet she permits her clothes 
to remain two or three days at the 
servant's house. The prospect doesn’t 
relish this idea at all, but has largely 
closed her eyes in the past to this 
rather unpleasant conception. 

“Instead of having her washing 
done in some scrubwoman’s backyard, 
we then sugest the convenience of hav- 
ing the washer in her own home where 
the washing can be done under her 
own supervision without her clothes 
being mixed up with anybody’s dirty 
linen. 

“The economy plea is also helpful 
in selling the conservative South. We 
suggest to wavering prospects that if 
they will drop the amount they usu- 
ally spend weekly for laundry in an 
empty baking powder can they will 
probably have enough to pay the in- 


stallments on the washer as they come 
due. We add that the usual type 
washer after being paid for is good 
for eight to 10 years of service at no 
cost except a small increase in the 
electric bill. 

“We find that one washer sale be- 
gets another as proved by the bunch- 
ing of our sales as to territory. A 
satisfied user (sometimes a Northern 
family moved South) tells her neigh- 
bors and some of them immediately 
become prospects, although in the past 
they may have been dubious to the ef- 
fectiveness of a mechanical washer. 
The more machines in a block the 
more likely are we to make sales there. 
About 75 per cent of our sales origin- 
ate through satisfied users, the other 
half largely through advertising. 

“Our store carries a stock of parts 
tor various makes of washers nd we 
use service as an entree to more sales. 
Our salesmen take care of service, 
combining it with selling. Sometimes 
we can persuade an owner of an old 
machine to trade it in for a new 
model instead of having it repaired. 
We make a standard charge for ser- 
vice calls of $2 within the city, plus 
$1.50 an hour for labor. One hour 
of free labor goes with each call. 
Salesmen in making these calls often 
come away with a half dozen names 
of real prospects for new machines.” 


PAGE 9 











ARAPHRASING the popular 
paean, take a cipher from one to 

ten, double it and add a million 
ciphers. You still have nothing. Web- 
ster defines a cipher as a person with 
out value or power. They have been 
multiplying too fast in the washer in 
dustry and the result is still nothing. 
There is another peculiar thing about 
any row of ciphers. Put someone on at 
the rear of the row (QOO001) and he 
insignificant. But—put 
capable of ig- 
noring all the zeroes and unshackling 
himself from cipheric traditions, at 
the head of the row ( 1000000000) 
accomplished a lot. 


seems pretty 
some singular person 


and you have 
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That’s the grand opportunity which 
faces the up-and-coming washer sales 
man in this year of our lords, 1935! 
Too many have been attempting to 
sell back of the ciphers—get ahead and 
on top of them. 

Sure, 1,103,632 washers were sold 
in 1934 but 40 percent of them, at 
least, were sold at cost or below. 
What could be expected with an av- 
erage price of $65? Such a price makes 
no proper provision for real selling 
awards. At this retail price, the only 
volume must be of an over-the coun 
ter nature, occurring inside the store. 

To attract the unwary in, mer- 
chants restored to price slashing, wild 





premium schemes, tricky loss-leader 
promotions, bootlegging and baits; 
foisting cheap models upon a new 
white-collar buying class, forced into 
the market by the depression. They 
fell, bought, and all too frequently 
have lived to regret the purchase of 
shoddy merchandise, so insincerely 
promoted. Such racketeering cannot 
go on. You cannot fool all of the 
people all of the time. Merchandising 
methods that grew out of depression 
conditions are just a row of ciphers, 
and if a salesman or dealer attempts 
to continue to work behind them, he 
will continue to win less than noth- 
ing! 


the Washer Story 


Manufacturers haven’t been of 
much assistance. Burdened with pro- 
ductive facilities built up during the 
sound expansion period of the indus- 
try, they have fought desperately 
against keeping them idle. They have 
as a result, cheapened products, shaved 
margins, reduced retail prices to mag- 
netize these poor suckers who were 
a fresh and ignorant buying class, in- 
terested only in buying a washer that 
would last long enough to see them 


rehabilitated to where they could 
again adopt their previous living 
standards. 


Result: a swelled volume without 
profit that makes all real dealers and 
salesmen skeptical of the profit oppor- 
tunity ahead in the washer industry. 
They forget that this volume was 
mainly to a new class, and that be- 
hind it is the old class of stable, wage- 
earning people who have always de- 
sired to do their washings at home. 
It is this latter class who produced the 
great market which carried thousands 
of washer salesmen to high earnings 
from 1922 to 1926. It is this class 
that bought wisely, irrespective of 
price. It is this class whose present 
washers are now so old and dilapidat- 
ed that their span of life is almost 
ended. 

The unusual increase in washer ser- 
vicing, from which many dealers have 
derived enough profit to be more than 
worthwhile in itself, proves that these 


. washers must soon be replaced. That's 


the big opportunity ahead. And the 
market must be re-exploited in the 
same sound way and by the same 
sound direct selling methods that were 
used before this lunatic fringe of deal- 
ers panicked the industry into its ne- 
farious emphasis upon price. 

There were 2,420,633 electric 
washers purchased before 1925. Hav- 
ing been in constant weekly use since 
that time, they are rapidly approach- 
ing the point where they must be re- 
placed. Even though able to quiver 
out a few more washings new fea- 
tures and designs of 1935 models will 
make the average housewife so dis- 
satished as to want a new and modern 
one. Of the 4,121,230 washers sold 
between 1925 and 1930, the period 
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of the great average price decline, a 
healthy percentage were built cheaply 
to sell at a price and now have ad- 
vanced indication of rigor mortis. 

The net: There is an awaiting re- 
placement market which can now be 
activated by redesigned washers and 
direct selling, approaching a total of 
4,000,000 units. Hunt back in washer 
history and find any 18 months that 
ever developed any such volume as 
that! The point is that there is a 
greater re-expanded selling opportuni- 
ty than ever before. A washer is a 
necessity and, when it sputters and 
dies, it must be replaced. The con- 
stant user of an electric washer knows 
the wisdom of buying one that will 
hold up for a long while, irrespective 
of price. Those who have bought on 
a cheap basis recently, will never buy 
a price again—it will be a real washer 
the next time. And the salesman who 
gets out from behind all the negative 
opinions and cipheric methods that 
have been built up during the de- 
pression—the one who really knows 
the washer story and is able to pre- 
sent it in a way that interests the 
intelligent housewife will bring back 
profitable washer sales. From the an- 
gle of rendering a service and of real- 
ly making money. I'd take my chances 
selling washers against any home ap- 
pliance in 1935. 

Every time I think of the weak, va- 
cillating reasoning that has run ram- 
pant throughout the washer industry 
during the past few years, I get (oh, 
well!) mad. As far as that goes, those 
who have practised it, have seen more 
red than have I. The only accomplish- 
ment has been to cheat the housewife, 
fool the merchant and rob the sales- 
man of earnings which his industry 
has deserved. Yes sir! there are a lot 
of ciphers, in terms of methods and 
price practises,: which the industry 
must live down. Having taken the ea- 
siest course, the result has been the 
inevitable headache. 

But there is a changed order of 
things. Department stores, who really 
led this mad price scramble, now see 
that there was neither glory nor good 
merchandising in the price-promotion 
methods they set up. They are resort- 


Gerald E. Stedman 





ing to outside selling. I have reports 
from merchandising managers of 24 
leading department stores on my desk. 
Better than 70 percent report that 
emphasis will be placed on outside sell- 
ing in 1935. Better than 75 per cent 
say they will emphasize value promo- 
tion, as opposed to price. And more 
than 80 per cent expect to feature 
models at prices between $79.50 and 
$99.50. Perhaps we're going to see 
saner days again. 


ELECTRICAL MERCHANDISING—MARCH, 4935 


Another cipher is creeping into the 
picture which the alert washer sales- 
man will certainly get ahead of—the 
fear of all this laundry competition. 
Some say this year will be the Arma- 
geddon between the washer salesman 
and the laundry driver; and it fears 
are the index the odds are with the 
latter. Nonsense! Facts elsewhere in 
this issue prove that home washing 
is superior from the standpoints of 
quality, savings, health and preserva- 


her Sale 





LAZARNICK 


tion of clothes. The American house- 
wife, most efficient and intelligent of 
home managers, knows that. No ques- 
tionable barrage of promotion will be 
able to convince her that these facts 
are not true. The only thing laundries 
can hope to do by mudslinging is to 
wean a few families to their patron- 
age, who would return anyway as 
soon as their income comes within 
gunshot of pre-depression levels so they 
(Please turm to page 62) 
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HE new Standard Six, Master Seven and Super 
Eight, illustrated in the bottom row, introduce the 
amazing new Super-Surgilator with its Gentle - Surge 
washing action that washes clothes whiter, cleaner, 
more thoroughly than the best agitators now on the 
market. Scientific laboratory tests decisively prove it. 


All three of these new machines include the proven 
**1900” direct drive mechanism. But each one is an 
individual unit—each is different in size of tub, size of 
Super-Surgilator, clothes capacity, water capacity. Each 
has its own wringer, its own features of operation. In a 


word, each embodies distinctive individual differences 
—not simply gadgets but differences in size and value 
that are so easily shown that it is possible to trade up 
the customer with a clear conscience. Each one is a 
strictly quality product, dependable, reliable and 
worthy of the “1900” name emblazoned on the tub. 


Merchants who want to make money selling washing 
machines and to expand their sales in 1935 are invited 
to get in touch with us. We have the goods and can 
show you. Write or wire at once for complete infor- 
mation and a copy of our interesting new book “Facts.” 


NINETEEN HUNDRED CORPORATION 


St. Joseph, Mich. 


be selel (77 


Founded 1898 


Binghamton, New York 
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HOME 
SERVICE 


What power company home service 
women are doing to demonstrate 
home laundry efficiency and economy 


By 
Isabell Davie 


HE Home Service Depart- 

ment work of the electric pow- 

er companies is, because of its 
general excellence and its continuity 
of activity, the most powerful single 
educational force in the domestic ap- 
pliance field. It is, therefore, of the 
greatest interest to the washer trade 
to obtain the assistance of this educa- 
tional force. 

From a brief survey of Home Ser- 
vice Departments it is apparent that 
the washer has taken a less important 
place in educational programs than 
is given to refrigeration, cooking and 
lighting. A number of outstanding de- 
partments, however, include the home 
laundry in their programs and set a 
pattern in this respect that could be 
followed with benefit by the great 
majority. 

It is interesting to note that while 
some Home Service Directors say that 
home makers are not interested in 
demonstrations on the prosaic subject 
of home laundering, other department 
directors advise that although at first 
the women seemed to lack interest in 
washer and ironer demonstrations, lat- 
er they not only showed a lively ap- 
preciation of the programs concerned 
with the latest laundering methods, 
but began to request them. 

From the utility companies’ point 
of view, there is a need for Home 
Service Departments to conduct pro- 
grams on home laundering, because 
utility companies are certainly inter- 
ested in having laundry done in the 
home instead of having it sent out to 
commercial laundries. Even though 
the electric washer is not a major load 
builder, it is conceded that every own- 
er of an electric washer is a prospect 
for its companion, the electric ironer, 


which is a load builder. Since 
a complete laundry demon- 
stration includes both methods 
of washing and ironing, such 
demonstrations should be a 
part of every Home Service 
Department’s programs. 

Laundries and laundry- 
owners association, through 
advertising and educational 
departments are spending 
large sums to convince home- 
makers that the commercial 
laundry is the place to send 
the family wash. The New 
Jersey Laundryowners -Asso- 
ciation, through a Public Re- 
lations Department, headed 
by Franklin Delano Brown, 
arranges free lectures and 
entertainment programs. These are 
available to church, club, society, 
community, noon luncheon and other 
groups. The subjects of Mr. Brown’s 
talks are “Dooming a Demon,” “All 
Washed Up,” and “Shirt Tales.” 
Similar programs are available no 
doubt from laundry groups in other 
sections of the country. 


TILITIES and dealers in elec- 
tric washers and ironers should 
be grateful to women’s magazines, 
which have been carrying the burden 
of home laundry education for several 
years. These publications frequently 
carry articles relating to the problems 
of home laundering. Nineteen maga- 
zine articles on washers were published 
in 1932. Twenty-six in 1933. Thirty- 
three in 1934. 
McCall’s Magazine has made an 
outstanding contribution to the home 
laundry equipment industry by find- 
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ing out homemakers’ real laundering 
problems. This magazine through 
nearly 5,000 personal interviews with 
and letters from homemakers, home 
demonstration agents, home economics 
teachers, home-service directors of gas 
and electric utilities, secured informa- 
tion on which to base their laundry 
study. A laboratory was installed at 
the University of Nebraska where 
they conducted a long series of studies. 

ey also obtained the cooperation 
of Lincoln, Nebraska, housewives in 
practical tests of theories developed. 

Their preliminary investigation 
among thousands of women indicated 
that about 50 per cent had some kind 
of washer. Many of these women ap- 
peared to be sold on the idea of own- 
ing a washer, but it was found that 





to this campaign, in addition to the 
articles which appeared in the maga- 
zine during the time the studies were 
being made, and others which will ap- 
pear, is the publication of an excellent 
booklet, aptly described by its title, 
“All About Laundering.” This bul- 
letin contains basic recipes for laun- 
dering different types of wash, and is 
available at small cost to anyone in- 
terested in it. 

Home Service Departments should 
contribute their share of educational 
work to this campaign for home laun- 
dering education. Electrical home 
laundry equipment is sold by a wide 
variety of merchandisers, and educa- 
tional programs by Home Service De- 
partments which tie in with these deal- 
ers in laundry equipment afford an 





Housewives in apartment house laundry with coin meter washer 
being taught laundry technic by member of Brooklyn Edison Com- 
pany’s Domestic Science Department. 


they were not sold on how to use 
them. The investigation showed: 

1. They use too high or too low 

temperature in the machine. 

. They do not maintain suffi- 
cient suds. 

. They tend to wash 
clothes too long. 

. They load their machines too 
heavily. 

. They do not change the water 
often enough. 

They do not understand how 
to wash special things such as 
woolens, silks and colored 
clothes in a machine. 

7. When washing is unsuccess- 
ful women often blame the 
machine or the soap, rather 
than their method of work. 

The survey and experiments indi- 

cated to McCall’s that a definite edu- 
cational campaign is needed to over- 
come these errors. Their contribution 


their 


Dan - ’W N 


excellent opportunity for promoting 
better dealer relations. 

It seems advisable then for Home 
Service Departments to take advan- 
tage of all the excellent educational 
material available from manufactur- 
ers of electric washers and ironers, 
women’s magazines, soap manufactur- 
ers, water heater manufacturers and 
others, and from these sources devel- 
op educational material suitable for 
their communities, and then follow 
through with a planned program on 
home laundering. 

The Home Service Department of 
the Buffalo, Niagara and Eastern 
Power Corporation, under the direc- 
tion of Miss Laura M. Rischman, 
has prepared helpful educational ma- 
terial for the use of her company. 
The Home Service representative who 
gives a laundry demonstration is sup- 
plied with an outline which suggests 

(Please turn to mext page) 
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Write your Washer Manufacturer for 
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DISTINGUISHED 
SERVICE tothe 


American Farm Home 


N the past several years a number of different makes 
of small gasoline motors have been built for 
Washing Machine power. 

Thirty manufacturers, and nearly 500,000 users, have tested 
the Briggs & Scratton 4-cycle Gasoline Motot — searchingly 
and brutally—and found ic best fied to drive washing ma- 
chines in American Farm Homes where there is no electricity. 
So you bel p the sale when you point out the Briggs & Stratton 
Motor under a washing machine — it's a guaranty of quality 


And — don’t forget — most farm homes have no electricity. 
Push your gasoline motor washers — they are extra business, 
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points for discussion — methods of 
washing, helps for special washes, 
and reasons why it pays to own a 
washer and do the washing at home. 
Another leaflet is distributed to the 
audience, which outlines the types of 
washers available, washing procedure 
and information on stain removal. It 
also includes, for good measure, a 
recipe for a busy day meal. 

Some opportunities for the use of 
educational material on home laun- 
dering prepared by the Home Service 
Department are: 


1. Sales Departments. The 
Home Service Department should 
hold classes for all salesmen and sales- 
women of electrical home laundry. 
equipment, giving them the complete 
story of proper methods of doing the 
regular family wash. They should al- 
so be furnished with suggestions to 
pass on to housewives which will in- 
terest these women in coming to the 
Home Service Department to learn 
about special uses for washers and 
ironers. The Home Service Depart- 
ment should have available at all 
times material with which to assist the 
Sales Department in its special cam- 
paigns on home laundry equipment. 


2. Lecture - Demonstrations. 
These demonstrations, whether they 
are held in the Home Service head- 
quarters, club quarters, schools, deal- 
ers’ locations, traveling busses or bun- 
galows, can with a little imagination 
be made interesting enough to attract 
groups of homemakers. If necessary, 
the method of combining laundry 
demonstrations with cooking demon- 
strations can be used. 

Miss Ada Bessie Swann, Director, 
Home Economics Department of Pub- 
lic Service Electric & Gas Company, 
Newark, gives a part of each cookery 
class to the demonstration of electric- 
al appliances other than ranges, re- 
frigerators and mixers. Once each 
month following this plan, the plat- 
form is set up with materials for mod- 
ern laundering. At all demonstrations 
where water and electric outlets are 
available the appliances are connected 
and an active demonstration is made. 
If water and electric connections are 
not available, the Home Service rep- 
resentative talks about the method of 
using the appliances and takes in her 
hand any part of the equipment that 
is movable in order to keep attention 
focused on the equipment. When a 
sales campaign is being held on this 
equipment the features of the sale 
are presented. 

Laundry demonstrations are includ- 
ed also in the cooking classes of The 
Edison Electric Illuminating Compa- 
ny of Boston. After the food is placed 
in the range, attention is called to a 
porcelain table which has been used 
during the cooking class. The table 
top is turned back and an electric 
ironer is revealed ready for business. 

In several companies the cost of 
laundering at home with electrical 
laundry equipment is discussed, and 
figures presented to the housewives 
covering the cost of machines, cost of 
operation, saving in lost garments and 
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You Can Do 
As Well With 
“American 
Beauty” 
WASHERS! 


In a recent mail, we received a 
letter from Cohen Furniture Co. 
of Peoria, lll., in part, as follows: 

“This is just a friendly warning 
that we expect to increase our 
1935 sales of “AMERICAN BEAU- 
TY" as much. ~-cr last year, as we 
did increase them in 1934 over 
1933—or 119%.” 


* NEW BEAUTY 


* NEW COLORS 


* NEW “EASY-TOUCH” 
SAFETY WRINGERS 


© EXCLUSIVE AGITATORS 
¢ DOUBLE-WALL TUBS 





A wide variety of MODELS 
in EASY $5.00 STEPS 


Including a real LEADER model. 

Contains everything from 
PRICE to CLASS—with discounts 
and profits you are looking for, 
to out-smart competition and to 
put your sales ahead in 1935. 

21 years of successful manufac- 
turing experience behind every 
Washer we make. Quality is such, 
that long after they are sold, they 
are still “Quiet As A Kitten’s Purr.” 


Write or Wire for 
Complete Details 


GETZ POWER WASHER CO. 
335 Walnut St., Morton, Ill. 

















length of life of clothes or linen. No 
comparison is made with the cost if 
done by commercial laundry, but it is 
assumed that the women will make a 
favorable comparison themselves. 

Planning the Laundry is a subject 
of interest to all homemakers, especial- 
ly those whose homes are being mod- 
ernized or those who are building 
new ones. An article on this subject 
appeared in the January issue of La- 
dies’ Home Journal. 

Hard Water Problems or Soap and 
Soap Solutions are subjects which 
meet with approval in sections where 
hard water is prevalent. Several large 
soap manufacturers maintain labora- 
tories which give assistance on hard 
water problems. If a quart bottle of 
water is sent to the manufacturer an 
analysis will be made and a formula 
worked out to give the quantity of 
soap and proper softening needed. 

Stain Removal and Special Types 
of Soil provide subjects for interesting 
lectures. 

Tinting and Dyeing of Fabrics in 
the Electric Washer. Homemakers 
are interested in learning how to fresh- 
en up and change the color of curtains, 
draperies, bedding, etc. The Easy 
Washer Company, Syracuse, New 
York, has complete information on 
how this can be done in the electric 
washer. 

Special Washes. In addition to lec- 
tures and demonstrations on the regu- 
lar family wash, there are numerous 
articles in the home which must be 
kept clean, and which many women 
do not understand can be laundered 
successfully in the home laundry. Val- 
uable programs can be given on laun- 
dering of blankets, quilts, comfort- 
ables, pillows, bedspreads, knitted 
garments, woolens; washing for the 
baby; washing for the sick; launder- 
ing cotton dresses, silk and synthetic 
silks and fine linens. Many of these 
topics can be worked into demonstra- 
tions in which housewives will be in- 
terested. For example, the Home Ser- 
vice Department might cooperate with 
a department store which is having 
a display of old and new quilts, by 
offering to give a laundry lecture- 
demonstration on their care; or by 
planning a demonstration in connec- 
tion with a style show of smart cot- 
ton or wash silk dresses, knitted goods, 
sweaters, etc. 


3. Floor Demonstrations. It is 
suggested that the best time for these 
demonstrations is during the discount 
period. Miss Jean Lovejoy, Home Ser- 
vice Director,West Penn Power Com- 
pany, Pittsburgh, reports that each 
member of the field staff of her organ- 
ization is equipped with a case contain- 
ing a representative family washing 
and a small clothes rack. Demonstra- 
tions are scheduled to come at a time 
when the store traffic is heavy. The 
Home Service representative does not 
approach any customers, but sits and 
irons and through a cordial manner, 
encourages people to come to her-to 
discuss their laundry problems. 


4. Window Displays. These dis- 
plays of electrical home laundry 
equipment, with or without dem- 
onstrators, can be made attractive and 
interesting to passersby. They may 
be combined with displays of wash 
materials, cotton, silk or wool, or 
garments made of these fabrics. 

(Please turn to page 68) 
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BOSS 


THERMO 


BOOSTS WASHER 


HERE is only one THERMO—and Boss 

makes it. Boss has pioneered, devel- 
oped and perfected many outstanding inv 
provements in clothes washers for forty-six 

s. But the new Multi-wall, heat sealed, 
THERMO feature is the rest single 
step forward we have ever taken! 


The new THERMO feature is selling 
washers! .. . is building bigger profits for 
dealers! . . . and is winning enthusiastic 
public approval wherever it is shown. 


If you are dissatished with the small 
profits and grief connected with the sale of 
ordinary washers, write today for THERMO 
facts. Let us tell you of the success other 
dealers have experienced with the Boss 
THERMO. Don't make any decision until 
you hear the amazing Boss THERMO story. 
Write today! 


THE BOSS WASHING MACHINE COMPANY 


Norwood P. O., Cincinnati, Ohio 


Manufacturers of Boss Quality Washers Since 1889 








olutionary 
hievement 


DFITS! 






+ 

MULTI-WALL, heat sealed 
throughout . . . even 
the cover. Seals in the heat 
. . . keeps water piping 
hoc . . . makes reheating 
unnecessary. No more "7. 
greasy ing clothes trom 
warm suds. Makes white 
clothes beautifully white 
without boiling! Saves la 
bor—saves soa ves cime 
—saves electricity and fuel 
—makes washing a pleas 
ure—and makes washer sell 
ing profitable! 


THERMO is istered in 
the U. S. Patent Office and 
its use in amy manner io 
connection with any other 
washer than Boss is an in 
frin, « of Boss crade 
mark rights 












Im the 
Black Eye on 
your Washer 


I'm the ToT tl aloiay Ss best 
friend—! make Mondays 
blue for the housewife. 


i foil your efforts at 
selling washers even 
after you have them 


sold. 


OTT -m aaleld @elaMasl- Me lals| 
dal daloli-Masloldallsl- Mi melth! 


oh Mi delaslaaliaiiela, 


And does that make 
your sales curves droop 
and droop! HA! 


The Plug Problem Solved: 











I've never 
Sent a Shirt 


to the Laundry 


i can take it. 


You can step on me, 
drop me on a concrete 
floor —hit me with a 
hammer — 


Then plug me in— 
and I'll work as long as 
your washer. 


I’ve never shocked 
anyone yet. 


I've never spoiled 
washday— or had to 
have free service. 


Belden Unbreakable 








Soft Rubber Plug on Safe 


Power Supply Cords 
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LOOK AT THESE 
FEATURES 


3 capacity of large machines. 


Porcelain enamel tub in attractive 
green. 


i-vane cast aluminum agitator. 


Clutch in top of agitator to start and 
stop. 


Drain hose standard equipment. 


Solid base; sturdy construction 
throughout. 


Enclosed gear box; quiet floating 
power motor. 


Built like the most expensive machine 
and fully guaranteed. 


BIG DISCOUNT 
Write for terms. 


BIG PROFITS 


Here’s an item on which any retailer can make a 
quick turn-over and a big profit. There’s an enor- 
mous market of apartment dwellers, small fam- 
ilies, “bachelor girls,” etc., a market that has 
never been reached by the washing machine. 
Regular machines are too big or too expensive 
for these people; previous small machines have 
been too flimsy to appeal to buyers or to rep- 
utable retailers. 
But now, in the Sandusky, you have a fully 
guaranteed machine you can sell with assurance 
a washer with all the construction advantages 


of the finest big machines, at a price anyone 
can afford. 


Write or wire your order or inquiry today. Be 
the first to offer this amazing value. Holland— 
Rieger, Inc., Sandusky, Ohio. 
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OTH store sales and outside 
selling are important in dispos- 
ing of electric refrigerators, 

according to C. T. Hanes, manager 
of the electrical appliance department 
of the Standard Furniture Company of 
Seattle, Wash. And in order that the 
two branches of the business shall not 
conflict, he has inaugurated a system 
of “spiffs,” which provide for the pay- 
ment of a commission to the salesman 
first contacting the customer, whoever 
it may be who later may make the 
sale. Field men thus do not hesitate 
to send in their prospects for further 
attention in the store—and the floor 
salesmen send the outside men to call 
on stubborn buyers. The allowance 
for a first contact is 2% of the final 
sale and salesmen are frequently able 
to make as much as $25 a month from 
this source. All salesmen are paid sal- 
aries, plus commissions and the outside 
men are given a mileage allowance on 
their cars. is encourages them to 
make the extra trip which may be nec- 
essary to make a sale — to bring the 
prospect into the store to examine 
equipment, for instance, or to call 
back on satisfied customers, a prac- 
tice which frequently brings the 
names of new prospects. The small 
increased expense to the store is more 
than offset by the better job which 
the salesmen are thus encouraged to 
do. 

A type of sale 
which Mr. Hanes 
has found brings 
excellent results 
in the volume of 
business done is 
that in which no 
down payment is 
asked on refriger- 
ators until 60 days 
after the sale. 
Such a “special” 
during June and 
July of last year 
resulted in mov- 
ing 100 refrigerators. Twenty-five 
percent of the sales were to cus- 
tomers who had not previously traded 
with the ‘store. Contrary to what 
might be expected, not many of these 
“on trial” sales result in reverts. The 
credit department, of course, passes 
on all credit risks before the sales con- 
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tract 1s accepted. A similar event 
featuring washing machines early in 
the year resulted in 86 sales out of 
100 washers which went out on trial. 


Out of Season Bargains 


Just as the first strawberries of the 
year, or the last, command special 
prices, so too are specials of greater 
impertance when they are not being 
featured by every store in town. Mr. 
Hanes has found it a valuable practice 
to place a large order on such promo- 
tional goods as may be issued from 
time to time by 
refrigerator man- 
ufacturers. The 
usual dealer stocks 
only two or three 
of the article of- 
fered at the spe- 
cial price. When 
his low priced of- 
fer is all exhaust- 
ed, the Standard 
Furniture Com- 
pany will still 
have a number 
of the specials 
which can be ad- 
vertised as exclusive attractions at 
this store. 


Mechanics For Women 


Contrary to the usual belief, says 
Mr. Hanes, women are interested in 
machinery and like to have the me- 
chanics of an electric refrigerator ex- 
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plained to them. Therefore he keeps 
a cross section of the compressor 
chamber always on the table in the 
refrigerator display room. The house- 
wife who contemplates the purchase 
of a refrigerator may not care to listen 
to an abstruse discussion of the oper- 
ation of the box, but she will examine 
the mechanism with interest and will 
be impressed by its simplicity and 
sturdy contruction as a safeguard 
against breakdowns. Women, who 
purchase 75 per cent of all the re- 
frigerators he sells, are more inter- 
ested than men, he finds, and ask 
more intelligent questions. 


Pre-Selling Important 


Not the least important factor in 
successful refrigerator selling is the 
advertising which brings the customer 
to the store. The Standard Furniture 
Company has found show window 
billboards effective in reaching out of 
town customers who come to Seattle 
for important purchases. These are 
located on all principle boulevards and 
no one can enter Seattle without be- 
coming aware of the fact that the firm 
handles electric refrigerators. A lock- 
ed display space built in the rear of 
the board may be occupied by one 
appliance or a grouping, as desired. 
One of the firm’s billboards in the 
University district has space for the 
display of an entire electric kitchen. 
These wayside showwindows are of 


By 
Clotilde 
Grunsky 





course brilliantly illuminated after 
nightfall. The fact that the display 
may be changed without repainting 
the board makes this type of billboard 
both inexpensive and especially effec- 
tive. 


Tying-in With the Weather 


Mr. Hanes believes in being weath- 
er wise. Electric refrigerator advertis- 
ing is doubly effective if it is addressed 
to a housewife who has just learned 
that the cream for next morning’s 
breakfast has turned sour on account 
of the heat. Therefore he has appro- 
priate “weather” advertising prepared 
in advance and then he keeps his eye 
on the advance reports of the weather 
bureau. When the weather man as- 
sures him of a hot spell, it is only 
necessary to slip in the already pre- 
pared copy, which will miraculously 
appear at the psychological moment 
to bring about the greatest possible 
sales reaction. He believes in massed 
advertising rather than in scattered 
small ads, and he prefers the evening 
paper to the morning. 

After the prospect is once inter- 
ested in the goods and the store 
through advertising, the further me- 
thod of approach depends upon cir- 
cumstances. The proportion of busi- 
ness done in the store and in the field 
is indicated by the fact that two sales- 
men are allotted to each type of 
selling. 
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You'll find this book packed with dollar power. 
After ten minutes looking it over you'll see 
for yourself the GREATER PROFITS you 
can make with Westinghouse washers and 
ironers in 1935. 


Fighting sales helps that will help you 
make more sales at better prices. 


A line of super-value washers and ironers, 
job a (e116 WB (0) aA 4-9 ah a 01001 4-1 doles) .@ 


4 Quality sound as a rock. 


4 Features so strong they'll sell more pros- 
pects and insure greater profit for you. 


\ THE FAMOUS 
SPINNER 


Has features no 


Cabinet model, 
oth ff with streamline 
er offers... at “ pts 


a price below any- 
ia control. Too many 
t thing comparable. 

Check it and see. Le, > features to list here. 








price. A strong 
statement? Prove 


it to yourself. 








Priced for mass vo! 
ume, at a handsom< 
profit. Full 7-ib 
capacity, full West 
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STOPS "EM! This is the sensational TELL-SELL display 
book; also for house-to-house canvassing. 
fighting sales tool developed by Westinghouse. 


































HUMAN INTEREST. This beautiful washer window 
in seven colors, commands attention. The card 
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\ : | é Telephone your Westinghouse jobber 
. yf to show you the whole powerful 
Z ) ij S story ... or mail coupon. 


Westinghouse Electric & Mfg. C 
Merchandising Division, Mansfield, O 























Show me your 1935 “Fighting Progra 
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MATIZING SIMPLICITY. And here’s an Ironer pea! i SOVERTURINS. Strong ectvertioementa chown Address 
“play in full colors that will stop women dead in their in the at the Weitae otal SAY Gate ; ; 
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ISING, in a scant nine years 
to a network of 869 retail 
stores that blanket the United 


States, the operations of Sears Roe- 
buck & Company and Montgomery 
Ward in the electric appliance field 
have reached a size that arouses the 
apprehension of many independent 
dealers. 

About one-twentieth of the appli- 
ance business today flows through the 
retail channels of these two firms, 
commonly called “mail order’ com- 
petition. 

How far will they go in their han- 
dling of electrical merchandise, and 
how the activity of chains in general 
will affect independent dealers is a 
matter of speculation. It fs the pur- 
pose of this article to point out how 
certain firms are meeting this sudden 
competition, and the strength and 
weaknesses of these mercantile giants, 
on which the dealer may capitalize. 


The Change to Stores 


Up to 1926 both Sears and Mont- 
gomery Ward were catalog houses 
reaching some 12 million customers 
by mail. Even today they do about 
$235,000,000 by mail. They still send 
out more than 12 million catalogs 
annualy, costing between 50 and 75 
cents apiece, and bringing in around 
$10 in business per customer. The 
catalogs list 40,000 articles, and it 
is estimated that for each dollar of 
sales it costs 10 cents in catalog space. 

Because the prestige built during 
these years of catalog trading form 
the most valuable asset of these firms, 
it is well to consider this end of the 
business. A lost case of watches, left 
on the hands of Station Agent Rich- 
ard W. Sears of North Redwood, 
Minn., was the start of Sears, Roe- 
buck & Co. in 1886. Sears caught up 
with Montgomery Ward & Company, 
founded in 1870, by 1908 and was 
twice as big by 1920. 

How did they ever sell the Ameri- 
can public on doing the abnormal un- 
natural thing of buying sight unseen, 
from firms it did not know, and wait- 
ing a week or so for delivery? The 
truth is, the sloppy merchandising of 
America’s small town merchant's play- 
ed into the mail order chiefs’ hands. 
These small storekeepers often carried 
scant sticks, overcharged the customer, 
and frequently short-weighted him, 
never believing that the worm could 
turn. The catalog offered a wide var- 
iety of goods, and scrupulous accur- 
acy in weights and dealings built up 
repeat orders. Constant barrages by 
country weeklies about the “junk” 
quality of mail order merchandise has 
never been borne out by the experi- 
ence of customers. This is a bitter pill 
for the independent merchant to take, 
but it is the truth, and there is a 
lesson in this era for those who would 


compete with the present chain stores 
of these firms. 

By 1926 the catalog was slipping. 
Good roads, the automobile, the 
Woolworths, Penneys and easy money 
caused Sears and Wards to change 
methods. Ward’s first store was at 
Marysville, Kan., and during the 
boom period both these houses fre- 
quently opened a new store a day. 

The management of the Sears and 
Ward chains during this mushroom 
period reads like a bad dream. Florida 
stores were sent skis, New York City 
outlets bear traps, and Nebraska shops 
motor boats. Eventually a call was 
sent out for trained department store 
talent, and the bugs picked out of 
operating. 

Staples Sell Best 


Best selling items today are shoes, 
clothing, furniture and tires. Bicycles 
have been highly successful. In every 
instance both Wards and Sears have 
followed their catalog precedent of 
distributing merchandise which they 
considered staple and generally ac- 




















Nine Ways In Which Independent 
Dealers Can Meet Chains 


] Mail order chains, slow to take up new appliances, 
have not accumulated customer lists of importance. 
The dealer has a far better chance to “use the 


lucky to located near chain stores, Frank 


2 Coles of the Dorris-Heyman Co., Phoenix, Ariz., 


found. They draw traffic. 


Independents are much better able to select, train 
and supervise salesmen, R. N. Joyce of Lincoln, 
says. 


can have merchandise made up 


the other hand, the independen 
can often select lines that peculiarly cuit his a 


tage. However, 
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The Strength and Weakness of Montgomery Ward and Sears Roebuck in Appliance Selling 
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cepted. They have avoided all pioneer- 
ing. Only when they considered they 
had arrived did they take up appli- 
ances. 

“The need for educating the public 

about electrical appliances through 
missionary specialty men is over,” D. 
M. Nelson, vice président in charge 
of merchandising for Sears told Elec- 
trical Merchandising in 1932. “Wo- 
men turn to appliances because they 
mean freedom from disagreeable tasks 
such as washing dishes and beating 
rugs.” 
‘Today both Wards and Sears are 
knee deep in the distribution of appli- 
ances. Washers are their favorite item, 
refrigerators are next, sewing ma- 
chines and vacuum cleaners engross 
them. 

It is well to analyze the situation 
bit by bit. Many independents, daz- 
zled by the size of Sears and Ward 
have fallen into an unreasonable panic 
and consider them invincible competi- 
tion. Looking over the situation close- 
ly, it is apparent there are many holes 
in their armor. 

Meeting Chain Advantages 

Management. Up at great head- 
quarters the best talent available has 
been gathered, there is no doubt. In 
D. M. Nelson, Sears merchandising 
chief, the firm has a man who knows 
the farmer and his troubles better 
than most small town merchants. 
Herman Price, supervisor of major 
appliances, is a veteran department 
store washer man. C. D. Ryan, at 
Ward’s has years of service stripes 
gained in department store work. 
When President Sewell Avery of 
Wards rejuvenated the firm after the 
early depression disasters, it was plain 
that department store experience came 
foremost in a man’s qualifications. 

This management can style appli- 
ances in line with the times, can get 
mechanism as service free as possible, 
can furnish brilliant merchandising 
methods, display and advertising, but 
it can never give the personal touch, 
and is handicapped with the politics 
of a large organization. 

Independent comparison. Dealers 
who use their heads can select mer- 
chandise as well styled or better, suit- 
ed to their people. The brilljant win- 
dow displays of a L. S. Janes are not 
trademarked, nor are the advertising 
methods and merchandising of the 
chain store. To any dealer with the 
energy, they are an open book. 

Buying —“I can do things for a 
mail order house that I never dreamed 
of when I was in a department store,” 
said an executive recently. Being 
closer to sales than most manufac- 
turers 1 can have merchandise made 
up that experience tells me is right. 
The only trouble is, if 1 make a mis- 
take, I’m stuck for 10,000, 25,000 
or 50,000 units — ouch!” 

Much of the conservatism of Sears 
and Wards has been due to fear of 
unseen troubles. It is dificult for them 
to get in and get out of the market. 

Independent Comparison: The deal- 
er on his toes can suit his community 
better, has the whole world to select 
merchandise from. The Elizabeth 
Tuttles of Chariton, lowa, the An- 
dresens of Davenport, and the Seitzes 
of Jackson, Michigan, are examples 
of this. During the depression espe- 
cially, the ability to “turn on a dime,” 
has played into the hands of a small 
retailer. ’ 

(Please turn to page 64) 
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WHAT EVERY MERCHANT SHOULD KNOW 


WER! Fifty-two times a year The American Weekly ties into a line of a 44% BILLION dollar 
buying power. More than 5,500,000 families—consisting of 22 million consumers—go from the pages 

of The American Weekly to stores, your store among them, looking for the products advertised in the pages 
of the world’s greatest magazine. Get this business which is ready made for you. Stock and prominently 
display the merchandise advertised in The American Weekly. It will increase your sales and profits. 

















The American Weekly 
—what it is 


@ The American Weekly is the largest magazine in the world. It 
is distributed through 17 great Hearst Sunday Newspapers. In 
597 of America’s 995 towns and cities of 10,000 population and 


over, The American Weekly concentrates 67% of its circulation. 


In each of 134 cities, it reaches one out of every two families 
In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of 
other communities, large and small, regularly buy and read The 


American Weekly. 


THEAMERICAN 


“The National Magazine with Local Influence’”’ 
Main Office: 959 Eighth Avenue, New York City 
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We’ve built a low-stretch belt that 


LASTS TWICE AS LONG 





on washing machines and refrigerators 


Let it make friends 
for you 


BELT is a little thing—but it can cause a 


lot of trouble on household appliances. 


Few belts break, but many stretch and slip. 
That causes lower efficiency, poor results, 


customer dissatisfaction. 


To correct this, Goodyear has developed a 
new low-stretch, high-strength belt for your 
replacement business. It isn’t an industrial 
belt whittled down to home appliance size 
—but a belt specially designed for these ex- 


acting small pulley drives. 








Elastic Envelope takes the wear 


transmits load to the heavy 
cord section... Protects carcass 














High tension section 











Heavy cord load 
carrying section 
in neutral plane 














Reinforced compression 
section 














GCOODYEAR FLEX-LIFE 
TEST—proved new 
Goodyear Belt lasted 
twice as long as other 
belts—with far less 
stretch. 


internal friction encountered in belts hav- 


ing a multiple-ply construction, and mini- 








In grueling tests that duplicated severest 
service conditions it lasted twice as long as 


other belts — with praccically no stretch! 


That is because the load is carried by a 
core of high-tensile cords located at a point 
in the belt where there is the least distortion 


in flexing. This construction eliminates the 


THE 


mizes belt stretch. 


These long-wearing Goodyear Belts are made 
in sizes for replacement on practically all 
makes of washing machines and refrigera- 
tors. When you apply one you insure customer 
satisfaction— make a lasting friend. For fur- 
ther information, write Goodyear, Akron, 
Ohio, or Los Angeles, California. 


GREATEST NAME 














Service - proved 
Goodyear products it 
pays to feature 


FRACTIONAL H. P. V- BELTS 
for single groove service 
on light machinery drives 


EMERALD CORD V-BELTS 
for multiple drives 


Made by the makers of 
Goodyear Tires 
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Watch 


ATE COHEN of the Siegel 

Furniture Company, Des Moi- 

nes, whose sales of washing 
machines has been somewhat of a rec- 
ord for the Barlow & Seelig Compa- 
ny declares that two things may be 
credited for his skill in building up 
sales. They are: 

1. Being a judge of human nature. 

2. Getting the confidence of his 
customers. 

The day Electrical Merchandising 
talked to Mr. Cohen, he still had in 
his vest pocket a slip of paper which 
gave some details, typical of his meth- 
od of operation. A couple had been 
shown a washing machine by his son, 
Marlin Cohen, and were ready to 
close. 

“We will pay cash for this washer,” 
the man said. 

Nate Cohen did not answer them 
directly. Instead he invited the hus- 
band to sit in a wing chair which is 
drawn up close to the washing ma- 
chine. “Make yourself comfortable so 
we can talk over the details.” 

“How long have you people been 
keeping house?” he asked them in 
friendly fashion. 

“Only a month or two—we have 
been living in a furnished place 2% 
years,” replied the woman. 

“Two and a half years and no fur- 
niture yet,’’ said Mr. Cohen, raising 
an eyebrow. “I'll bet there are several 
things you folks would be glad to 
have, isn’t there?” 

“Yes, we need a bedroom set and 
some furniture for the living room,” 
admitted the woman. 

As a result of this delay in closing, 
Mr. Cohen wrote out the following 
sales slip: 

$39.50—Washer 

98.50—Living room furniture 
59.50—Bedroom furniture 
12.95—Mattress 

$.95—Coil spring. Total $219.40. 











* 
a 
= & ” 
is 
ph pe 


ree | 
their 








A Sure Guide 


in trading up washer prospects, 
easy to read as a road map of 
Iowa . . . Des Moines dealer says 


He applied the $50 cash which 
they had intended to pay for the wash- 
ing machine on the furniture, added 
a $39.50 washing machine to the to- 
tal, and instead of a small sale, rang 
up one he was proud of. 

Although the $39.50 washing ma- 
chine is advertised, it is a $54.50 
model that is sold, according to Mr. 
Cohen, whose record shows that he 
moved eight cars of washers in Des 
Moines last year. 

Floor Technique 


IGHT off when a customer steps 

on the floor Nate Cohen leads 
her to the $39.50" model, assuming 
that is what she wants to see since 
this is the advertised model. 

As he takes the’ lid off to display 
the machine he does one thing that 
many salesmen miss: He watches the 
customer’s face. If she puts her finger 
to her cheek and stands back apprais- 
ingly he knows she can be sold a bet- 
ter machine. Faces, Nate Cohen has 
found, are as easy to read as a road 
map of Iowa. 

“This is our advertised machine,” 
he says. 1 can’t say a lot for it. It’s 
an advertised price.” 

So saying Mr. Cohen steps over to 
the higher-priced model. Meanwhile 
he is looking his prospect over. If she 
looks clean he knows she likes clean 
clothes and is willing to go the limit 
to get them. If she doesn’t he stresses 
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labor saving. Somewhere in his talk 
comes the famous question, “Are you 
keeping. house?” or “How long have 
you been married ?” It’s a tipoff as to 
how much furniture the customer can 
be sold along with the machine. If the 
prospect knows anybody who has a 
Speed Queen it gives him a chance 
to work in a first hand testimonial. 

Then comes another hot question 
over the plate. “Do any of the men 
out where your husband works own a 
Speed Queen?” 

This question gives him a chance to 
discover what firm employs the hus- 
band. In a town like Des Moines it 
automatically gives him an estimate of 
the man’s ability to pay. If things 
don’t look so good Cohen drops back 
to a lower priced model. 

If the answer to his early question 
indicates smooth sailing he hops up 
to the $64.50 model and says, “This 
in my opinion, is the best electric 
washer on the market—let me prove 
it.” 

Trial Closing 

ITH that he goes into detailed 

explanation of the features. 
During the conversation Mr. Cohen 
makes several trial closing arguments. 
One of them is, “Do you want to buy 
on terms?” Another is, “We can de- 
liver this machine this afternoon.” 

Chief objection from women is the 

(Please turn to page €5 ) 


“If she puts her fin- 
ger to her cheek 
and stands back ap- 
praisingly, he knows 
she can be sold a 
better machine. 
Faces, Nate Cohen 
has found, are as 
easy to read as a 
road map of lowa.” 


FACES 





NATE COHEN 


says knowing when to trade up comes 
from watching faces, not the machine. 
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HO are the people that buy 
electric ranges? Are they 
bankers, engineers, bookkeep- 


ers, ditch-diggers, artists, undertakers, 
cops? Are they white-collar workers 
or no-collar workers? Are they people 
that want the finest cooking instru- 
ment modern times provide or are 
they truckmen’s wives who have to 
conjure three square a day for ‘six 
hungry kids? 

Reams have been written about the 
electric range. About its beauty, its 
cleanliness, its speed, its economy, its 
safety and its modernity. Out of this 
welter of adjectives it would not be 
difficult to begin thinking about elec- 
tric ranges in much the same way 


P44 +¢4 


we think about Cadillac cars—some- 
thing eminently desirable perhaps, but 
something removed from the consid- 
eration of the great mass of the people 
because of its luxury or its great 
price. 

We are very liable to forget at 
times that the average housewife 
thinks about her range in the same 
way she thinks about her kitchen sink 
or her bathtub. They are indispensible. 
She might worry along without an 
electric refrigerator; she might use a 
broom to sweep the floor. There are 
even women to whom the electric 
washer is nothing more than an ad 
in the paper. But around the cook- 
stove revolves the house and the fam- 
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Buys RANGES...: 


ily. She may use gas, oil, coal, wood 
or electricity for fuel. But a cook- 
stove she must have. 

Divorcing the electric range from 
the luxury appeal and marketing it 
as an efficient cooking instrument—a 
cookstove is common sense, accord- 
ing to Charles P. Golding, assistant 
manager of the United Electric Light 
Company in Springfield, Mass. For 
three years now he has compiled rec- 
ords of every electric range that went 
on their lines. What kind of a range it 
was, who the customer bought it from 
and what occupation or income group 
the customer belonged to. The com- 
pany does not merchandise and the 
records of the 7,000 or so ranges on 
the lines were supplied by dealers. 

After a careful study of all ranges 
purchasers, the tabulation of occupa- 
tions and professions was broken down 
into five groups: Well-to-Do, Pro- 
fessional, Supervisory, Salaried (White- 
Collar) and Wage-Earner (Lapor). 
For purposes of simplification, if the 
first three groups were combined and 
the last two combined, the three-year 
record of sales would show almost 
an even division of buying. In other 
words, the Well-to-do, Professional 
and Supervisory class bought 48.7 per 
cent of all electric ranges sold; the 
Salaried and Wage-Earner Groups 
bought 51.3 per cent. 

It is interesting to note, however, 
that in the three year period the trend 
has been considerably in favor of the 
latter group as a purchasing unit. The 
figures are as tollows: 





1932 1933 1934 


Occupation 


Well-to-Do) 
Professional) 54.4 53.5 38.2 
Supervisory ) 
Salaried ) 
Wage-Earner) 45.6 46.7 61.8 


Those are the over-all percentage 
figures for the two main groups over 
the three year period. Notice that in 
1934 that the percentage of salaried 
and wage-earning buyers increased 
while the white collar people fell off. 
A slight part of the rise is contained 
in the fact that the Westinghouse 
Company put on employe compaigns 
in the territory and moved more rang- 
es to their wage earners than dealers 
were at the same time moving to the 
wealthier element. But essentially, the 
figures show a definite trend to a 
commoner acceptance on the part of 
the average housewife to cooking with 
electricity. She is thinking of the elec- 
tric range as a cookstove. 

The breakdown of percentages of 
the various buying groups for the 
single year 1934 in all constituents 
of the Western Massachusetts Com- 
panies (including Springfield, Pitts- 
field, Greenfield and other small 


towns) shows the following: 


Class of Per Cent of Total 
Occupation Ranges Bought 
Well-to-Do 10.8 
Professional 5.8 
Supervisory 21.7 
Salaried (Clerks,etc.) 22.4 
Wage-Earners 39.4 

( Labor) 
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Western Massachusetts Companies 
analyzed every range sale for the 
past three years and found that 
over 60 per cent went to wage- 
earning groups. A cross-section of 
the classes of people who make up 


your range market. 


The 








In 1934, therefore, the last two 
groups, salaried people and wage-earn- 
ers, accounted for over 60 per cent 
of all ranges sold. Incidentally, there 
were 867 ranges sold in the company’s 
territory compared to 677 the year 
previous. All sales were made by deal- 
ers. 


And so it is not to the doctors, 
lawyers, dentists, teachers, ministers, 
judges, architects, authors, druggists 
and other common types of profes- 
sional people that most attention 
should be paid in bringing the story 
of electric cookery to the great Am- 
erican public. Nor is it alone to the 
executives, manufacturers, landlords 
and retired wealthier classes that make 
up that “Well-to-Do” classification, 
that our best results are to come from. 
To be sure, -there are sales here and 
there to be made. 


But it is chiefly to that great army 
of salaried people—the white collared 
workers and to that greater army 
of wage-earners that volume sales will 
grew from. When those people get 
ready to replace/some battered cook- 
stove —and about 3,000,000 do so 
every year—it is a newer and better 
cook-stove they will be thinking about. 
And they won’t be thinking in terms 
of a spiffy illustration in “Vogue” 
magazine—they will be thinking about 
those three squares a day for the six 
hungry kids. 

Electricity has got the answer to 
that one, too. 


And now as to the question of price. 


By 


Laurence Wray 


2 


In a study made two years ago, the 
Western Massachusetts Companies 
found that 88 per cent of the ranges 
installed. on their lines were sold at 
over $100; that the average for all 
ranges sold was $162.70. Largest per- 
centage of sales came within the $100- 
$150 price range. 


Has the picture changed in two 
years? Does the fact that larger num- 
bers of salaried and wage-earning 
people are buying ranges mean that 
prices will have to be correspondingly 
lower? Not so you could notice it. 
Biggest percentage of sales during 
1934 were in the $130 and $140 
models, says “Charlie” Golding. Av- 
erage for the entire territory is $150. 
The Westinghouse campaign to em- 
ployees, mentioned above, helped bring 
down the average slightly as 140 units 
were sold—chiefly in the $100 range. 


But there is no evidence, from this 
company’s experience, to foster the 
belief that it is price that sells ranges. 
And as all sales are made by dealers, 
it is not difficult to see the reason. 
In order to have adequate margin to 
do an advertising, promotion and out- 
side selling job, the dealer cannot 
afford to sell ranges in the lower 
price levels. He has no wiring prob- 
lems because the Western Massachu- 
setts Companies were among the first 
to adopt the poilcy of absorbing in- 
stallation costs on all ranges sold on 
their lines. His entire efforts, there- 
fore, are concentrated on the selling 
function. 
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IN THE NORGE DEALER CALENDAR 


@ Norge dealer co-operation, Norge ad- 
vertising, Norge progress are never- 
ending. Like the waves on a stormbeaten 
coast, one surge follows another, and 
Norge dealers are constantly backed up 
with aggressive seasonal sales support. 


The mechanical superiority of Rollator 
Refrigeration has national consumer rec- 
ognition. Norge has long led the field in 
the modern beauty of its design, in con- 
venient appointments. Norge originates. 
And the customer who has “shopped 
around” always sees Plus Values in 
the Norge 


Norge advertising is always planned to 
stop the reader and make him think; 
window displays pay the rent; sales plans 
inspire enthusiasm of salesmen to profit- 


able effort 


With Norge there is no dull season 
a sales plan for every month. And as 
evidence that they work, witness the 
Norge march of progress throughout the 
years. its steady rise to prominence in 
the refrigeration field. 


As further assurance of year-around 
profits for the dealer, Norge now offers 
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a washer, an oil burner, an electric 
range, a gas range, a Broilator and an 
Aerolator air conditioner. 

Write, wire or phone for details of the 
Norge program and line of products. 


NORGE CORPORATION 
Division of Borg-Warner Corp., 606-670 
FE. Woodbridge St., Detroit, Michigan 


Norge Rollator Refrigeration e 
Norge Electric Washers « Broil- 
ator Stoves « Aerolator Air Condi- 
tioners « Whirlator Oil Burners 
« Norge Gas and Electric Ranges 


THE ROLLATOR... <r 
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Peaks 
and ‘TRENDS 


Human instincts set the 


proper seasons for selling, 
Public Service Northern of 
Illinois, 9-year-old check 


of monthly 


YHEN a youth kicks up his 

AVA heels, plays hookey or robs 
bird’s’ nests, fond mothers 

are wont to waggle a finger and say, 
“That’s the Old Adam in him.” Just 
how much of the Old Adam exists 
in grown-ups and plays havoc with 
well laid promotional plans, sales 
managers can’t say—but they would 
give a pretty to lay hands on this 
mysterious X quality in humanity. 

This spirit of the Old Adam that 
haunts our habits plays a big part in 
advertising, Ray Warren of the Pub- 
lic Service Company of Northern II- 
linois has discovered. 

Regardless of the cleverness of pro- 
motional activity, he has found, it is 
the weather and the feeling the season 
invokes in people that decides its suc- 
cess. For nine years Ray Warren has 
kept a record of appliance sales month 
by month in 319 Illinois communities 
serving approximately 1,000,000 per- 
sons. Gradually he has built up from 
averages a table that shows just when 
items move naturally. 


RAY 


sales show 


“One naturally strikes when the 
iron is hot,” says Mr. Warren. “This 
long term average of sales reveals in 
what period of the year the odds fav- 
or you. It permits proper buying, and 
best of all, shows how to set up sales 
quotas.” 

As a result of this study, the Public 
Service Company of Northern Illinois 
is spacing its activities on major load 
builders as follows: 

Portable lamps—January, October, 

November. 

Laundry equipment—February 1 to 
March 15, also September 1 to 
October 1. 

Ranges and water heaters—March 
15 to April 15, also June 15 to 
September 15. 

Refrigerators—April 15 to June 30. 

Christmas merchandise— November 
20 to December 31. 

Disregard December percentages 
in setting up quotas, advises M. War- 
ren. During this gift season anything 
electrical sells, throwing off a true 
perspective. 


WARREN 


Nine years of figure keeping gave 
Ray Warren a N. E. L. A. Prise 
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PRECISION MANUFACTURE 


GENERAL @ ELECTRIC 
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PERFECT ALIGNMENT ONLY 4 MOVING PARTS 


Bridgeport, Conn. — Multiple drilling of gear 
case assures precision gear-mechanism assembly. 
service. 


Bridgeport, Conn. — Minimum of gears in 
transmission gives dependable, life-long, quiet 


2. NEW— PERMANENT LUBRICATION 





MOTOR GUARANTEE 


METERING OIL 


Motor is guaranteed against bearing failure due Bridgeport, Conn. — Meter measures exact 


to lack of lubrication, for the life of the washer. 


quantity of oil into gear case. Lubrication that 


is RIGHT. 


HOME LAUNDRY EQUIPMENT 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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by GENERAL ELECTRIC... | 
your GOODWILL INSURANCE | 


| 


Customer Goodwill is the cornerstone on which your suc- 
cess is built. The quality and satisfactory service of the 
products you sell mean your reputation and increasing 
profits the longer you remain in business. The General 
Electric Plant at Bridgeport, Connecticut, where G-E and 
Hotpoint Home Laundry Equipment is now manufac- 


tured, produces all equipment by precision methods and 
releases it only after it has passed the most rigid of fac- 
tory inspections. This guarantees to every dealer hand- 
ling these lines of Washers and Ironers the quality, 
performance and service so long associated with prod- 
ucts manufactured by General Electric. 





WRINGER BEARING POSITIONING 


Bridgeport, Conn. — Special fixtures for press- Bridgeport, Conn. 
ing-in wringer bearings assure correct fit and 
quiet operation. a 


4. NEW— QUIET OPERATION | 





CLOSE TOLERANCES 


Bridgeport, Conn. — Worms and gears gauged 
with finest precision instruments. Reduces noise 
factor to a minimum. 





WRINGER BOARD TEST 


between wringer rolls shows wringer can “take 





Bridgeport, Conn. 
“Quietness” tests in Sound Booths and must 
meet G-E standards of quiet operation. 


— Running %-inch board 


PROOF — The mechanism in a 
G-E Model AW-21 Washer has 
been operated continuously 
under load, for a period equiva- 
lent to 25 years of household 
use. Wear on the parts is so 
slight that micro-instruments are 
necessary to detect it. PROOF 
of the value of General Electric 
precision manufacturing meth- 
ods! PROOF of satisfactory 
service in the homes of your cus- 
tomers! PROOF that herein lies 
your Goodwill Insurance .. . 
that continued success is in your 
own hands! 


QUIETNESS 


— Every machine given 
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Marcu begins the sea- 
son of Peak demand for 
refrigeration. Here’s how 
some leading merchandis- 
ers are planning to cash in 


. | ‘WO shrewdly calculated by- 

products will be harvested from 
the 1935 refrigeration plans of the 
Wiebolt Department Stores in Chi- 
cago. 

First will be floor traffic attracted 
by the no-money-down, 20 cents a day 
meter plan of selling refrigerators. 
Next will come a glorious opportunity 
to “use the user” which the legitimate 
monthly collectors to 
tomers’ homes will provide. For two 
years these men will watch their cus- 
tomers’ needs and learn what their 
friends want. 

“The real key to our program lies 
in the credit checkup we must make 
on these prospects,” says James S. 


visits of cus- 
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Parker, head of the major appliance 
department. “It is no trick at all to 
attract people on this basis. We will 
probably reject half of those who ap- 
ply. A man must earn at least $25 
a week and have steady employment 
to be acceptable. In many cases we 
will make a home call before passing 
on a sale. With 60 per cent of the 
population unemployed in parts of 
Chicago, we must be careful. How- 
ever, fully two-fifths of our sales— 
despite this offer—will be on a con- 
tract basis and not on a meter plan.” 

Although easy payments form the 
real inducement for closing sales, low 
operating cost is a point that carries 
weight with prospects, Mr. Parker 


hie MOUSE 


VHA | 


says Dillon & Son, C/ 


thinks. Features are next in appeal, 
and the reliability of the machine can- 
not be stressed too much. No trade- 
ins are allowed on old boxes by Wie- 
boldt’s. 


New feature of handling salesmen 
this year is the plan of keeping them 
outside until noon, on the floor in the 
afternoon when most trafic develops. 
Last year the men had days on the 
floor with a struggle to get the best 
ones. This year the stores are open 
on Thursdays and Saturday evenings, 
giving the men a chance to bring in 
husbands and wives. To insure bette 
supervision in the five stores, an over 
writing of 2 per cent is being given to 
department managers on all refriger- 
ator sales. 


One final tip on meter ice selling 
is added by Mr. Parker. Be sure 
to collect at least once a month. Delay 
on this detail will mean sure defeat 
of the plan. Wieboldt’s has been using 
this system for three years. 


Chicago Dealer 


IND a way to fasten down a re- 

frigerator so that it becomes a 
part of the house, and you have a sale 
that is entitled to a National Housing 
Act loan, declares R. M. Dillon of 
Dillon & Son, Chicago. 


“Of course your prospect has to be 
a home owner,” he says. “But a three 
year loan at 5 per cent is a proposi- 
tion that few of them can resist. This 
business can be had in higher priced 
jobs, too, as the 30 to 40 per cent re- 
placement business nearly all comes 
from well-to-do home owners who 
bought boxes away back when and are 
now ready for a change.” 

It is like a breath of fresh air to be 
able to give salesmen an encouraging 
proposition of this sort, Mr. Dillon 
states, and it bolsters up their morale 
like a new talking point. In installa- 
tions the trick of making the box part 
of the property is done by running 
the wiring through a conduit. 

Refrigeration is generally accepted, 
Mr. Dillon states, and the 1935 prob- 
lem is seeking out prospects and show- 
ing them how to buy, and proving 
that they are paying for a box whether 
they own one or not. Economy is still 
the big argument, and the prospect 
must be flabbergasted-at what he is 
missing. 

Dillon & Son, which was a sewing 
machine agency away back when, is 
wedded to the outside selling motive. 
Prospects warmed up and brought 
into the show room are ten times 
as good as casual shoppers who wan- 
der in, Mr. Dillon thinks. 

Floor trafic for the small inde- 
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pendent can best be attracted by clas- 
sified advertisements featuring trade- 
in goods. Then by adroit selling the 
prospects—whose presence indicates a 
real need for refrigeration—can grace- 
fully be led to the features of new 
models and sold a new machine. 

Dillon & Son classifies its salesmen 
in two ways. First come solicitors who 
do not do their own closing. These 
men get 10 per cent. Men who bring 
in their own orders receive 16 to 17 
per cent. Both types get a 3 per cent 
bonus at the end of three months 
of work. 


Albany, N. Y. Distributor 


HE plans that will be formulat- 

ed for refrigerator selling during 
the spring season are all outlined al- 
ready, as far as Ed Smith, manager 
of the appliance department of the 
Albany Garage is concerned. 

This veteran Kelvinator distributor 
places 100 per cent emphasis and re- 
liance on the meter plan of selling. 
That is their big card, he said. Out- 
side selling which accounts for 90 per- 
cent of their business, will be further 
expanded; advertising will be in- 
creased and all the other legitimate 
rule for getting business will be fol- 
lowed up. But it is on the meter plan 
that Ed Smith places his complete 
confidence. 

And when you know that he sold 
756 Kelvinators last year and that the 
meter plan was responsible for a high 
average unit price, you will under- 
stand why it has his blessing. 

Here’s how it works, according to 
Ed Smith: 

The meter plan of selling refrigera- 
tion is not merely used to reach those 
people in the lower income groups 
that cannot afford to buy under ordi- 
nary time payment methods. Just be- 
cause some prospects are reached and 
persuaded through the dramatization 
of terms that approximate ten, fifteen 
or twenty cents a day does not mean 
that the meter method of selling should 
only be used to reach that particular 
group of- people. 

Ed Smith uses it to persuade his 
entire clientele into buying adequate 
refrigeration. When a customer comes 
into the store or is visited by an out- 
side solicitor, she is not shown any 
particular refrigerator, even though 
she may express an interest in some 
certain model. The salesman first 
takes her to a table, sits her down 
comfortably, and then goes into the 
basic story of refrigeration with her. 
How much is she spending for her 
ice bill? Can she buy food in quanti- 
ties and economize on her food bill? 
How much food spoilage is she suf- 
fering?.What are the various other 
wastes she is undergoing as long as 


she is not using electric refrigeration ? 
One by one, admissions are made by 
the prospect. So much is wasted here. 
How much a day? So much more is 
wasted here. Again how much a day? 
An so on until the time comes when 
the salesman has gotten the woman 
to admit that her total wastage 
amounts to a definite amount a day. 

Now the amounts will vary, of 
course. If the woman has a family of 
six or eight and has to buy and keep 
food for that number of people it is 
perfectly natural that her food spoil- 
age and wastage bill is going to be 
a lot higher than the woman who has 
only a husband. to provide for. But 
there is a very definite method in all 
this madness. If the woman admits 
that her food wastage bill amounts 
to ten cents a day, or fifteen or twen- 
ty-five or sixty-five cents then the 
salesman has reached the point of the 
discussion. 

Without further ado he leads her 
to the model and size of refrigerator 
that, on the meter plan, represents a 
daily payment of ten, fifteen, twenty- 
five or sixty-five cents a day. Payments 
on the meter basis may range all the 
way from ten cents to $2 a day. 
Whatever the figure the woman ad- 
mits she is losing by not owning elec- 
tric refrigeration then that is the 
figure and the model she is led to 
and told is the one most suitable to 
her needs. There need be no argu- 
ment about price, about size about ca- 
pacity—she has already given the sales- 
man the facts about what doing with- 
out the refrigerator is costing her. 
Therefore in contracting for the pur- 
chase of the model recommended she 
is merely admitting that she can have 
the luxury of electric refrigeration at 
no extra cost to her than she is paying 
at the time for an inferior service. 

It is about as water-tight a plan 
for refrigerator selling that this writer 
has come across—especially for the av- 
erage salesman who may be distinctly 
price or competition conscious. No 
wonder Ed Smith, who has given it 
complete trial and found that it works 
is placing all his reliance on it for 
the opening of the spring season. 

As far as the credit risk on meter 
selling is concerned, Ed Smith will 
tell you that a meter acount is a lot 
safer than straight instalment pay- 
ment methods. He never tries to 
switch them from one method to the 
other—a commonplace in most depart- 
ment store merchandising practice. 

Let it be remembered that while 
Ed Smith is fully convinced that the 
meter plan of refrigerator selling 
yields the best results, that he is still 
sure that he could make few sales 
were it not for his outside selling 
force and the prestige that advertising, 
both national and local brings to the 


(Please turn te page 42) 
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It's the hammer, hammer, hammer on the hard doorway that will 
bring sales im 1935, Lou J. Stutz, Stewart Warmer distributor for Chi- 
cago, tells Mr. and Mrs. J. H. Nilles of Franks & Nilles, Aurora, Ill. 


othe bse ab 3 





“Life begins at 6:40” for refrigeration salesmen, says William T. Reace 
—right after dinner is the best time to close the deal with husband 
and wife. 





With a meter in one hand and a credit report in the other, Joe M. 
Sesterhenn of Wieboldt’s Department Store illustrates the art of sell- 
ing refrigerators for no money down. 
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Enthusiastic reports are rolling in from eo = 
res 
Frigidaire dealers. And everywhere the 
cn 
. cne a 
verdict is the same. Dealers acclaim the rector? 


Super Freezer as one of Frigidaire’s 
greatest developments—a development 
that can be relied upon to bring in business. 

And this enthusiasm is not based metely 
upon expectations. It is based upon defi- 
nite, tangible results—sales that are being 
made right now. Even before the season 
has fairly started, the Frigidaire "35 is 
moving into homes in numbers that leave 
no doubt about what this year holds for 
Frigidaire dealers. ™~, 

The Frigidaire household line for 1935 
is one of the most complete we have ever 
offered. There are 16 models. Some with 
Dulux exteriors and porcelain interiors. 
Some with Lifetime Porcelain inside and 
out. And every model from the smallest 
to the largest has the Super Freezer! 

The Frigidaire franchise for 1935 gives 
you a real line and a real product to sell. 


And back of that line and that product 


Wi 


we're putting the weight of one of the 


~~ 
most impressive advertising campaigns a 
in Frigidaire history. Shall we send you = 
— 


complete information? Frigidaire Cor- 


poration, Subsidiary of General Motors 





Corporation, Dayton, Ohio. 


FRIGIDAIRE 


THE GENERAL MOTO 
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ASSOCIATED GAS & ELECTRIC MEN 





The annual spring sales convention of the operating executives of the Associated Gas & Electric Company held at Nela Park, Cleveland, recently. 
O. M. Jackson, merchandise manager of Georgia Power and a group of GE’s Specialty Appliance Dept. executives gave talks on appliance merchandising. 





On the RecoRD 


Stewart-Warner has announced 
the appointment of three new distrib- 
utors: Automotive Sales Co., Iver 
Schmidt, president, Memphis, Tenn; 
Shadbolt & Boyd Co., Hamilton Suter, 
general manager, Milwaukee, Wis; 
and the El Paso Lumber & Paint 
Company, W. H. Peterson, president, 
El Paso, Texas. 


After recording again of 15.4 kw. 
hrs. per residential customer during 
January, Georgia Power announced 
that its average consumption per do- 
mestic meter for the twelve-month 
period now stood at 903.7 kilowatt- 
hours. They are shooting for a com- 
pany average of 1,000 kw.-hrs. by 
September 1 and they will be one 
of the first companies in the country 
to achieve it. 


Chrysler is on the market with a 
new room type air conditioner to sell 
at $75—a new low in prices for that 
industry. The new unit, it is reported, 
performs all the functions of air con- 
ditioning in both summer and winter 
when connected to a _ refrigeration 
and heating source. The announce- 
ment was made by Walter P. Chrys- 
ler, Jr., who is president of Airtemp, 
Inc., Chrysler Motors sales organiza- 
tion for air conditioning apparatus. 
Announcement was also made of a 
new half-ton, self-contained unit to 
sell for $385. Convention sessions of 
the new subsidiary of Chrysler were 
presided over by H. C. Jamerson, 
general sales manager. 


The National Industrial Re- 
covery Board have announced ap- 
proval of the washing and ironing 
machine industry's budget of $7,515 
for the period ending June 16. Funds 
to be expended will be drawn’ from 
the cash surplus. 
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Harry C. Goldrick, merchandis- 
ing manager for the Graybar Electric 
Company for the past ten years, died 
recently in Los Angeles. He entered 
the electrical industry in 1915, with 
the Western Electric Company. 

Another west coast death occurred 
in the electrical industry with the 
passing of R. M. Bleak, for many 
years commercial manager of the 
Utah Power & Light Company, Salt 
Lake City. Pneumonia was given as 
the cause of death. 


Fifteen men have completed the 
course and have been graduated from 
the Air Conditioning School of the 
York Ice Machinery Company, 
York, Pa. Three months were re- 
quired to be spent in company’s bran- 
ches and three months intensive study 
at the factory. 


They are trying to push another 
“nuisance” bill through the Massa- 
chusetts Legislature. This time it is 
a bill to provide for the licensing 
of all merchants engaged in instal- 
ment or deferred payment business. 
The license would cost $20 for each 
place of business and would require 
statement in contracts with customers 
of the “interest, service or credit 
charge in dollars and cents and as 
a per centum per month, calculated 
on the average unpaid balance out- 
standing each month.” Refrigeration 
and washer men who would be direct- 
ly affected, are rallying to the banner 
of the Metropolitan Electrical 
League, to oppose passage of the bill. 


The Electrical League of Cleve- 
land is pushing plans at the time of 
writing to have an air-conditioning 
show in the League auditorium some- 
time after March 15. An Air Condi- 
tioning Bureau. is to be established. 


The League's 1934 accomplish- 
ments included: contacting 182,509 
people—a 29.5% increase over the year 
before; putting on air-conditioning, 
electric garden and science of seeing 
shows; holding annual refrigeration 
rally; featuring a cool cooking cam- 
paign which resulted in the sale of 
1,000 electric roasters in the Cleve- 
land territory; and winding up with 
a silver anniversary jubilee which was 
attended by nearly 500 League mem- 
bers. Jack North, perrennial League 
president, naturally presided. 


F. L. Maytagwho owns the May- 
tag Hotel in Newton, Ia., is seeing to 
it that guests of his are going to be 
comfortable during the hot Lowa dog- 
days. He has placed an order with 
Frigidaire for complete air-condition- 
ing equipment. Incidentally, Frigidaire 
air conditioning sales for December 
and January are running 300 per cent 
over the same period a year ago. 


Savage Arms Corp., manufac- 
turers of Zephyr air conditioning 
equipment have announced that Gen- 
eral Appliance Corporation will be 
its metropolitan New York distribu- 
tors. The same company are distribu- 


‘tors for Delco Heat products. 


The Bergen Electrical League 
is sponsoring its Second Annual Elec- 
trical Show from April 1-5 at the 
Hackensack (N.J.) arena, according 
to G. J. Redmond, chairman of the 
show committee, and president of 
Public Service Electric & Gas Com- 


pany’s Hackensack branch. 


Voss Bros. Mfg. Co., Davenport, 
la., have just gotten out a new book- 
let for washer salesmen aimed at mak- 
ing them more efficient in demonstra- 





tions. It is called “More Sales Per 
Demonstration” and is one way of 
getting salesmen away from price 
complexes in the washing machine 


field. 


Application for an injunction against 
the City Hydro’s appliance mer- 
chandising department opening a new 
and larger showroom in the central 
shopping area has-been filed by the 
local office of the Retail Merchant's 
Association at Winnipeg, Manitoba. 
The municipal utility’s manager sug- 
gested recently that premises be leas- 
ed on Portage Avenue, between two 
of the leading department stores, with 
a view to increasing the appliance 
business. The officials of the Retail 
Merchants Association state that if 
this is done there will not be an in- 
dependent electrical retail in Winni 
peg. The Hydro authorities point out 
there is no truth in the claim that 
the saturation point has been reached, 
and state there are over 10,000 homes 
on ‘Hydro lines not equipped with 
electric ranges and over 15,000 not 
equipped with electric water heaters, 
while the refrigeration market has 
been barely scratched. The Retail 
Merchants’ Association claims the 
crux of the matter is the activities of 
the city-owned hydro in the past in 
merchandising appliances at unprofit 
able prices for the sole purpose of 
building a power load. Independent 
dealers, it is claimed, are unable to 
operate at the low prices charged by 
the city to which they pay taxes, and 
which is now planning to compete 
against them in the retail appliance 
field on a larger scale than heretofore 


C. Ernest Greenwood, who is 


commercial director of the Edison 


Electrical Institute, is now assistant 
to the director of the Industries Div- 
ision of the Federal Housing Admin 
istration, as well. 
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GIVE YOU ON 1935 VACUUM 
CLEANER DOLLARS 








® MORE POWER 
© MORE EFFICIENCY 
® MORE CONVENIENCE 


Dealers 1935 holds real vacuum cleaner ‘Pay 
Dirt” for you. SUPER FEATURES p/as POPLLAR 
PRICES! Westinghouse sets the pace 













SUPER FEATURED 
Moror-Driven 
Brush Cleaner 


SUPER FEATURED 
Stauonary 
Brush Cleaner 


gives you 
BOTH. Never before has there been a vacuum 
cleaner line with so much “‘buy appeal.”” Never be- 
fore have there been cleaners with so much protit 
attraction, 

Vacuum cleaners are sold on performance. The most 
remarkable, most complete demonstrating device 
ever devised is yours to prove Westinghouse super 
performance. With it goes the most practical sales- 
winning materials you’ve ever laid eyes on — win- 
dow displays, manuals, literature, advertisements, 
etc., everything needed to sweep your profit market. 


SEE “PAY DIRT” 


Chis comprehensive Westinghouse Plan Book opens 


SUPER BRILLIANT HEADLIGHT 





Designed especially for the Motor- 
Driven Brush Cleaner. Detachable. You 


up your claim on 1935 vacuum cleaner dollars. ad “y - : 
sclt it as an accessory for extra protit, 


Take a look at it. Mail the coupon TODAY. 














Westinghouse Electric & Mfg. Co., 
Merchandising Division, 
Manstield, Ohio. 

Let me look at “Pay Dirt” right away. 


Westinghouse 


EVERY HOUSE 
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Part of the 103 obsolete washers traded into Frank's Dry ABC washer made just after the turn of the 

Goods Co., Fort Wayne, Ind., in a campaign. The oldest century. It could be operated by either gas en- 

Horton washer traded in was 27 years old. Average age 17 gine or electric motor and was complete with o 

years. Guarding the antiques are W. T. White, Horton, and power wringer. Joseph H. Wiley, adv. mer., Al 

J. R. Frank and E. E. Wunder of Frank's. torfer Bros. Co., is about to demonstrate, o 
something. 


and a New One 


This is the winner in an “oldest range” coniest 
recently staged by the Southern California Edi- 
son Company. The relic, which won the prize 
of a modern electric range, was owned by Mrs. 
Nathan Levy of Visalia, Calif. lt had been in 
constant use since April, 1913, and was stili 
giving satisfactory service. The model is no 
longer being manufactured. 


This young lady, who is the daughter of C.R.E. 
Germaine of the Los Angeles Bureau of Power 
and Light, likes spinach. She likes it because 
she is allowed to cook it for herself on the 
electric range. She is indeed, quite familiar with 
the operation of the various switches and is 
very proud of the fact that she can help mother 
| prepare breakfast for baby brother and can set 
i , the clock for daddy's supper. 


. 
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Read What the Men Who Sell It 
Say About STEWART-WARNER 


“The Line Without a Service 
Problem” 


“If | were asked who influenced me in ‘The Stewart-Warner Refrigerators we 
my decision to take on the Stewart have sold have required no service, 
Warner line of refrigerators, | would while some other lines we sold have just 


about taken all the profit during the 
free-service period. We get nothing but 
compliments on the Stewart-Warners.” 


W. A. PENDLETON 


me unanimously that if I could get the Shelby. N. C.. Dealer. 


answer truthfully the host of friends 
I have all over the country distribu. 


tors of competitive makes — who told 


Stewart-Warner franchise to ‘grab it, 

we are now 100% Stewart-Warner 
We just purchased one solid carload of 
Stewart -Warner Refrigerators from our 
distributors, the Moore Electric Com- 
ADOLPH ULLMAN, Pres pany of San Francisco 
Northeastern Radio, In« LOUIS C. SCHRODER 
Boston, Mass., Distributors Sacramento, Calif., Dealer. 


because the line was the most trouble 
free and service-free refrigerator line 


made 


Let the Matchless, Dependable Slo- Cycle Stewart-Warner 
Mechanism Help You Keep Your Profits in 1935 


WRITE YOUR DISTRIBUTOR NOW 


FOR 19035 By ea eviee 





Right: Model No. 605, ca 
pacity 6.0 cu.ft. (net). Shelf 
area 11.3 sq. ft. (met). Line 
also includes Model No. 505, 
capacity 5.0 cu. ft. (net), with 
shelf area of 10.0 sq. ft. (net), 
and Model No. 455, capacity 
4.6 cu. ft. (met), shelf area 
9.4 sq. ft. (net) 


Left: Model No. 705, capac 
ity 7.1 cu. ft. (met). Shelf 
area 13.4 sq. ft. (met). Line 
also includes Model No. 555, 
capacity 5.6 cu. ft. (net), 
shelf area 10.5 sq. ft. (net), 
and Model No. 465, capacity 
4.6 cu. ft. (met). Shelf area 





| | 9.3 sq. ft. (net). 


between 42° and 45° F. is the ideal zone 
for proper food preservation. This is 
the zone where foods are kept at their 
best — at colder temperatures they de- 
hydrate more rapidly with loss of flavor 





in the drying process—in warmer tem- 
peratures there is danger of spoilage. 
Stewart-Warner accurately maintains 


| SAFETY-ZONE REFRIGERATION? 
Authorities agree that a temperature 


this Safety-Zone Temperature —con- 
fines fluctuation to these narrow limits. 


Does it economically. 




















TEMPERATURE 












-WsRNER 


’ 


| REE 


Through an Advanced Principle of Cold Control 
the Famous Stewart-Warner Slo-Cycle Mecha- 
nism Holds Cabinet Temperatures at 42° to 45° F. 


—THE SAFETY ZONE FOR 
PROPER FOOD PRESERVATION 


% Real food-preservation performance — practical con- 
venience features — proven mechanical dependability— 
rugged construction —smart appearance. That’s the sort 
of refrigerator line that builds sales success. That’s the 
sort of line that makes sound dealer profits. And that’s 
what Stewart-Warner offers in three fine groups of refrig- 
erators for 1935. 


It’s a common-sense line from every angle. In Safety- 
Zone Refrigeration it has the feature that is foremost 
in every buyer’s mind — proper food preservation. In 
its famous slo-cycle trouble-free and economical mech- 
anism it has the dependability that has taken “servicing” 
out of the picture — keeps it “sold” and makes your 
retail profits NET. Ask any dealer that handles the line. 


New Selling Plans For Dealers— 
New Advertising— New Merchandising Helps 


During 1935 the sale of the Stewart-Warner line will 
be promoted by a hard-hitting advertising campaign— 
the kind that builds actual traffic for your store. But 
we're not stopping with that alone. Tested, proven, 
practical merchandising plans will back the line from 
start to finish. Nothing has been overlooked to give 
the dealer something he can “get his teeth into” and “go 
to town” on a sound profit basis. New, generous plans 
for dealer selling are now offered by every distributor 
—dealer plans that are written from your side of the 
desk — plans that include a discount set-up that is 
RIGHT. 


Make no commitments until you get the facts on Stewart- 
Warner —“The Line Without A Service Problem.” 
Phone, wire or write your distributor today, or com- 
municate with us direct. 

STEW ART-WARNER CORPORATION 


1839 Diversey Parkway Chicago, Illinois 










PRESENT 


/ 
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ATION | 
























































































Above: Model No. 724P, capac- 
ity 7.1 cu. ft. (met). Shelf area 
13.4 sq. ft. (net). Also Model 
No. 574, capacity 5.6 cu. ft 
(net). Shelf area 10.5 sq. ft 


TEWART-WARNER 


Yew -7ype ELECTRIC REFRIGERATOR 




















Fred B. Lewis, vice president 
and general manager of the 
Southern California Edison 
Company has long ranked 
with the best of the fisher- 
men of the electrical indus- 
try. But this summer he out- 
classed his nearest competi- 
tors. This shows him with the 
221/,-lb. salmon caught on 
light tackle which won him 
the bronze button of the Vic- 
toria Sannich Inlet Anglers 
Association. 





One of the first photos—we are get- 
ting a lot of scoops lately—of V. D. 
L. Robinson, administrative assis- 
tant to David E. Lilienthal, direc- 
tor of TVA. While Mr. Lilienthal 
is commuting between Washington 
and Knoxville, Mr. Robinson holds 
down the fort at the Knoxville TVA 


headquarters. 
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F. A. Stocker of 
Castelloe & Stock- 
er, Eugene, O., is 
the secretary of the 
Oregon Contractors 
& Dealers Associa- 
tion and an active 
participant in the 
affairs of the elec- 
trical industry in 
his community. fle 
is a running mate of 
the chap you see on 
the right... . 





L. B. Sigwart of the 
Sigwart Electric Com- 
pany, Eugene, O., who 
as president of the 
Oregon Contractors & 
Dealers Association 
should be kept busy 
enough. But in addition 
he is head of the local 
cooperative organiza- 
tion of the industry. 
There's no’ end to the 
work they do out west. 


Another prominent individual in 
the TVA territory, “Ed” Ashmead, 
commercial manager of the Ten- 
nessee Electric Power Company in 
Chattanooga, is kept up to his ears 
these days im the rush of business 
that has taken place since the for- 
mation of the Electric Home & 


Farm Authority. 


Southern California sunshine, a growing family, and the influence of 


Hollywood have combined to interest A. L. Stone of the Stone Electrical 
Supply Company of Los Angeles in home movies. He makes ‘em with 


scenarios and everything. 


Organized recently to dis- 
tribute Fairbanks - Morse 
home appliances in Cook 
County, Ill, the Johnson 
Menard Company have held 
their recent first dealer meet- 
ings. On the left is G. C. 
Johnson, a former furniture 
man and on the right is A. B. 
Menard. 


Here is one of the first pho- 
tographs of Addison Brown 
(left), génerai sales manager 
of Fairbanks - Morse Home 
Appliances, Inc., and W. T. 
Watt, advertising manager of 
the same company. T hey were 
snapped at the recent dealer 
meeting of the Johnson-Men- 
ard Company, Chicago. 





























The latest candid camera shot 
of J. H. Van Aernam, com- 
mercial manager of the New 
York Power & Light Com- 
pany in Albany, N. Y. As a 
sort of supervisor and helper 
to the dealers in the territory, 
“Van” is kept pretty busy. 
He has announced a new fi- 
nancing plan for them now 
and is looking forward to a 
bigger '35 than last year. And 
that broke records. (Below) 
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If you have seen the adver- 
tisements of the Philadelphia 
Electric Company and the 
Tennessee Electric Power 
Company, just to mention a 
couple, you will have seen 
“Reddy Kilowatt,” the elec- 
trical imp that personifies and 
humanizes the power compa- 
my to its customers. It was 
the creation of “Ash” Collins 
seen below with a model of 
“Reddy.” 
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But... my DEAH FELLOW...YOU DON’T AWSK 
EVERY CUSTOMER TO BUY LAMPS? 


YeS...ano IN ONE MONTH IT DOUBLED 
HIS LAMP SALES... read this actual experience 


Here’s the way the proprietor of a hard- 
ware company in Portland, Oregon doubled 
his sales of Mazpa lamps in just one month’s 
time. He writes: 


“It i¢ inside the store that we account for 
our largest volume of lamp sales. We always 
keep the Mazpa lamp merchandiser very 
near the cash register so that every customer 
is reminded at least once of lamps. 


“During a recent lamp sales drive we also 
devoted a three-by-five foot table, near the 


door, to another display so that we couldn't 
miss a customer. 

“Last, but by far the most important, it was 
intensive work on all customers that sold 
and will continue to sell lamps. We asked 
every customer to buy lamps . . . and we doubled 
our lamp sales in one month’s time.” 

Try the three things mentioned in the box at 
the right ... Remember that most important 
of all is to ask every customer, “How about 
some General Electric Mazpa lamps today?” 


GENERAL @ ELECTRIC 
MAZDA LAMPS 
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DO THESE 3 THINGS 


1. Make customers STOP by 
using the G. E. Mazpa lamp 
window display. 

2. Make customers LOOK by 
using effective counter display. 
3. Make customers LISTEN 
by asking them to buy G. E. 
Mazpa lamps. 


If you don’t ask them, they can’t 
say “YES” 











MAH THIS COUPON FOR YOUR FREE COPY 
OF THIS VALUABLE BOOKLET 


A free 20-page booklet, ** The New Story 
of Seeing,’ tells many useful facts about 
light and seeing. This booklet will help 
you boost lamp sales because it sug- 
gests means for selling ... not merely 
lamps but lighling as prescribed by the 
Science of Seeing 





Incandescent Lamp Dept. 166, EM-3 
General Electric Company, Nela Park, Cleveland, Ohio 
Please send me free copy of “The New Story of Seeing.” 


VAME 
FIRM 
STREET 


cITy STATE___ 
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For the Rich Only 


Every householder who uses electric service 
pays the government a dollar a month for the 
privilege. That is, roughly, the tax imposed on 
utility companies—a dollar a month per customer. 
Or, to put it another way, for every three dollars 
actually earned as net profit by utilities over and 
above the raw cost of manufacture and distribu- 
tion, the government takes two dollars. Or, to 
talk in gross figures, for every dollar the customer 
pays, the company gets 85 cents for making the 
current, delivering it and administering its busi- 
ness, and the government gets'15 cents just for 
fun. 

Most of us in the electrical appliance trade 
think of utility taxes as a problem for them to 
solve. Not so. These taxes are a brake upon all 
appliance sales as well as energy sales. So long 
as government says to utilities, “You must boost 
your rates 174 per cent to give us our split,” 
the sales of appliances will be restricted. 


Price Again 


For months and months and months we have 
been reading advertisements of everything from 
automobiles to antiseptics in which the feature 
line was “New Low Price”. The words became, 
by constant repitition, as silly and meaningless as 
“Okay” and “O, Yeah” in the language of the 
adolescents—the verbal insignia of the mentally 
bankrupt. 

How refreshing, then, to receive an announce- 
ment from our friend Delineator, telling the 
world of “the younger and livelier Delineator, 
emerging in a beautiful new dress AT A NEW 
AND HIGHER PRICE”. 

That is the spirit! For the world is well fed 
on low price, sacrifice price, distress price, price 
that connotes desperation and depression. 

Price as a sales argument is wrung dry. It is 
high time we got bdck to seeing how much we 
can make in our businesses instead of competing 
for greater loss. 


Shall Washers 
be Rented? 


Through the experience of English and Cana- 
dian power companies and the example set by 
the Hartford Electric Light Company and a few 
other utilities in this country, we have become 
familiar with programs for renting electric ranges 
to the customer. Relatively small sales through 
dealer channels and the power company’s need 
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tor greater domestic load, has made range rent- 
ing a not unexpected method of getting ranges 
installed on the lines. Mr. Davis De Bard of the 
Stone & Webster Company reports that 95 per 
cent of the 400,000 ranges in use in Great Britain 
were installed on a straight rental basis; that in 
England, even electric irons may be rented for 
eight cents a month. He remarks further that in 
one small Connecticut town, a rental offer on 
electric refrigerators resulted in as many being 
placed on the lines in two and one half days as 
had been previously been sold by the power com- 
pany and the dealers in two years. 

There is undoubtedly a reasonable basis on 
which the rental of appliances may be satisfac- 
torily worked out: renting to overcome consumer 
resistance to new methods and unfamiliar labor- 
saving devices; renting to take up seasonal slacks 
in the normal selling period; and renting on the 
assumption that only a relatively small number 
of families comprising the basic wired home mar- 
ket, are financially able to make the capital ex- 
penditure required in buying major household 
electrical equipment—those same people, on the 
other hand, being able to pay operating expenses 
and small monthly rental charges. 

There is another angle to the renting method, 
however, which is being introduced—and appar- 
ently with some initial success—in the washing 
machine field. Lack of actual field experience, 
except that of a rather sketchy sort, make it dif- 
ficult approximate it at its potential worth but 
the idea behind it is completely sound. 

Sponsored by one large manufacturer and being 
put into actual practice by that company’s dis- 
tributors and dealers, the plan consists in renting 
a washing machine at one dollar a week. Now 
inasmuch as home demonstrations and home trials 
of washing machines have played one of the most 
important parts in making sales, it is not difficult 
to see that the dollar-a-month rental is, in effect, a 
home demonstration paid for by the customer. 
With the prospect not being asked to make a 
capital investment, however, the number of dem- 
onstrations that may be induced by the rental 
method is considerably greater than demonstra- 
tions made in normal selling practice. 

Thousands of women have never owned a 
washer and never had one demonstrated to them. 
Lack of capital or natural sales resistance have 
contributed to the situation. The rental method, 
is a definite method of overcoming both these 
conditions. The customer is, in fact, paying a 
dollar a week for the privilege of demonstrating 
to herself the efficiency and the economy of the 
home washer. 

Naturally, the dealer’s prime interest in the 
washer rental method will lie in the number of 
rentals he can convert into sales. And just as the 
home trial and home demonstration of washers 
resulted in surprisingly high percentages of sales 





closed, so the rental method, from all early re- 
ports is resulting in conversions to sales. As the 
rental fee is charged against the price of the 
washer, it is not difficult to see that switching 
the renter to a purchaser becomes simpler the 
longer the machine remains in the home and the 
greater investment that the housewife has made 
in it. 

One dealer reported that out of one thousand 
rentals he had converted 43 per cent into sales; 
another that sales from rentals averaged between 
40 and 60 per cent; still another that 55 to 70 per 
cent of renters eventually became purchasers of 
the machine. Dealers, are advised to give the 
plan at least three months trial and to confine 
the rental period to five weeks at the end of which 
period sales are most easily closed. One dealer 
the writer talked to recently has done an en- 
thusiastic and successful refrigerator selling job 
using the meter method. It was his opinion that 
renting washers would prove just as successful 
a sales method. And, he added, he was ready to 
back up his contention by putting out a carload 
of washers on a rental basis. 


In all, it is not improbable that the washer 
rental method may one day be a major source 
of new washing machine business. 


There Is A 
Santa Claus 


The Electric Appliance Society of Northern 
California has as part of its staff two Educa- 
tional Directors, whose duty it is to go out into 
the field to work with dealers and sales people 
in assisting them to get the most out of the vari- 
ous sales campaigns which the Society has spon- 
sored. Here is a letter from one of these directors 
which indicates that Christmas fairy tales some- 
times come true: 

Mr. W. B. Reynolds, 

Promotional Director, 

Electric Appliance Society. 

Dear Mr. Reynolds, 

I feel that you will be interested 
in the following little incident: A dealer in 
a small city up here in the Sierra has a wife 
who has been sick for many months and the 
day I called on him he was despondent over 
having to send her to a San Francisco hospital. 
He had depended on his wife, for years, to 
display Christmas appliances. 

I told him I would work that 
night, and really cringed when offering, for 
the store looked woefully neglected. 

I went out and bought material 
and we started in at 7 o'clock. I displayed all 
small appliances on black satin and used a trim 
of silver leaves with a dash of Christmas berries. 

By a peculiar coincidence there 
were 5 wholesale electric representatives in 
town that evening and going by the store 

re I was at work for an evening srtoll, 
they tapped on the window. 

To make a long story short we 
hauled them in and before 12 o’clock midnight 
we had the store looking like a “million dol- 
lars”. We moved refrigerators, radios, vacuum 
cleaners ; and although it was hard to get them 
to take their coats off and really work, it ended 
up with many a laugh and lots of good fellow- 
ship toward the Electric Appliance Society. 

The evening was so human, so 
friendly, and so progressive it made a big im- 
pression on my mind and I wanted to tell 
you about it. 

Yours very truly, 

(Signed) Gladys Byrne, 
Educational Director. 
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THE KITCHEN 
TECHNICIAN 


By Frank B. Rae, Jr. 


Electric Ranges are 
made to cook on, 
just as automobiles 
are made to go. 


What makes an 
automobile go is a 
mystery tome. All 
I know is that when 
I step on the starter 
she starts. 


What makes an electric range operate is 
equally mysterious to the average house- 
wife. All she knows is that she snaps a 
few switches, sets a heat control, and in 
due course out pop the delectable hot 
groceries. 


That is the sort of electric range Mrs. 
Homemaker wants. 


That is the sort of range Estate is. 


Easy on the eyes — easy on the temper 
easy on the pocketbook and especially 
easy on the appetite. 


The big. reason for Estate superiority may 
be found in Estate’s ninety— yes, ninety 
years of experience in the stove manufac- 
turing business. 


The way to decide whether or not you 
will handle the Estate Range this year is 
to let Estate’s representative tell you both 
what goes into it and what comes out of 
it. You are interested in what goes into it 

your customer, as a housewife, is inter- 
ested in what comes out of it. 


Estate satisfies you both. 


Write “Send your man” on your letter- 
head and an Estate Representative will give 
you both sides of the Estate Range story. 





No. B-649 ESTATE. “The Perfect 36”. 
A new, compact model (only 36” wide), 
at a new, compact price. Estate BAL- 
ANCED, Single-Dial-Controlled Oven. 
Four High-Speed top units. Optional: 
Electricooker on swinging arm in utensil 
compartment, Time Control, Lamp, Timer. 








ESTATE 


Electric Ranges 


Made by THE ESTATE STOVE CoO. 
HAMILTON, OHIO 
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products he represents. He pointed to 
a full page back.cover Kelvinator ad 
in the current American Weekly, on 
which was slugged both his own name 
and the names of the New York and 
Albany distributors, and said that that 
particular kind of publicity had a lot 
of influence in selling refrigeration. 


Commonwealth Edison 


Life is going to begin at 6:40 tor 
refrigerator salesmen of the Common- 
wealth Edison Company this season— 
right after dinner time, the witching 
hour when the husband is home and 
fed, and ready to sign a contract. 

“So fervently do we believe that 
this is the time that sales are going 
to be made, we tell all new men they 
must expect to be on the job three 
evenings a week,” William T. Reace, 
sales supervisor in refrigeration of the 
Chicago utility declares. “It’s hard 
to tell whether the most sales are 
made outside or on the fHoor—about 
50-50, I should guess—but we do 
know that the husband and wife 
factor is essential, and evening is the 
time to reach the combination.” 

Mr. Reace adds that today, with a 
30 per cent saturation in Chicago, it is 
quite possible to close a deal without 
taking prospects to the floor. The 
guarantee behind the machine — five 
years in many cases — is protection 
enough, the homeowner thinks. A 
year would be sufficient in Mr. Reace’s 
opinion. 

People are not worried as to 
whether the leading makes will per- 
form satisfactorily, Mr. Reace declar- 
es. It is appearance, reputation, feat- 
ures and price that turn the sale. For 
Commonwealth Edison Company it is 
the terms that close the deal—thirty- 
five months to pay, with charges com- 
ing on the electric bill. This is better 
even than the meter ice proposition. 

It is anticipated that the year 1935 
will see a 25 per cent gain in refrig- 
erator volume over 1934, Mr. Reace 
thinks. However, Commonwealth Ed- 
ison Company will not take any trade- 
ins, despite an approximate 30 per 
cent saturation. For one thing, Mr. 
Reace says, most of the trade-ins are 
coming from big apartment jobs, and 
the Edison Company is turning deals 
of twelve and over to the Kelvinator 
branch. 


The red flag that stops the sales- 
man this year, Mr. Reace thinks, is 
the lack of desire to commit the fam- 
ily to any payments in view of pos- 
sible uncertainty in business. In some 
districts as high as 60 per cent of the 
population is unemployed, and this 
naturally affects the confidence of the 
others. To meet this psychology, after 
determining the status of the family, 
several types of approaches have been 
worked out. 

No. 1. Salesmen—How do you do! 
I’m making a survey for the Com- 
monwealth Edison Company. Do you 
use ice? 

Customer— Yes. 

Salesmen—If you knew of a way to 
have an electric refrigerator in your 
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home, without spending any extra 
money for it, you'd be interested, 
wouldn't you? ° 

Customer—Why, yes, of 
but —. 

Salesmen—With your permission, 
I'll just step in a moment and explain 
it to you. Thank you! 

No. 2. Customer— No, I den’t so— 
couldn't buy now—.” 

Salesmen—I’ve called to tell you 
how you can really have an electric 
refrigerator—for your family—without 
adding anything to your present fam- 
ily expenses . . . This is part of our 
free consultation plan. So it doesn’t 
cost you anything to learn about it. 
And it may be worth a great deal 
to you. I'll be very brief—and I’m 
sure you'll be glad I called.” 

Once in the home, the Common- 
wealth Edison salesman plunges into 
his story of daily savings. He does 
more than refer to it in generalities— 
he draws a chart out of his pocket 
and goes over the situation with the 
housewife, as follows: 


course, 


Ice formerly purchased 


($ per year) __...... ¢ per day 
Food spoilage prevented 
ans ¢ per day 


Saving through buying food 
in larger quantities: ( Fruits, 
vegetables, meats, canned 
goods—at least a week’s sup- 
ply instead of one day or 
one meal at a time) 


Total savings per month 
= per month 


Less operating costs 
$..........per month 


NET SAVINGS, per month 
ae per month 


Necessary monthly payments 
to purchase $.......0... refrig- 
erator $..........per month 


Actual cash (above present 
expenditures) required to 
buy refrigerator G........... per month 


Annual cash dividends paid to 
owner, year after year, through 
the use of the refrigerator when 
it is fully paid for: $............ per 
month, 12 months in the year 
| per year. This is 6% in- 
terest on §............ : 


“You will note,” said Mr. Reace, 
“that when you draw up a chart 
that specifically fits your prospects 
picture she will agree with the con- 
clusion. This is not so easy when you 
make a sweeping statement about gen- 
eral conditions, as all women will de- 
clare that they do not fit them. But 
take it bit by bit and you sweep your 
prospect off her feet when you add 
it all up.” 


California Distributor 


HE spring months will be active 
ones in the refrigeration field, 
according to Millard V. Moore of 
Moore & O'Neill, specialty dealers 
of Berkeley, Calif., with both store 


and field selling important factors. 
A large proportion of sales originate 
in the store, and a few are closed 
there, but usually there is more than 
one individual whose satisfaction is 
required in making the purchase — 
and that means home selling. Placing 
refrigerators in the home on trial he 
does not believe in—there are “riders” 
even in this field and transportation 
and handling of heavy equipment is 
expensive: and the depreciation in 
equipment serious. Because of the still 
dificult economic situation, all those 
elements which make purchases easy 
for a person of moderate income are 
important—low down payments, long 
terms and allowances on trade-ins. 
It is better to be sure of your credit 
risk and then to make such terms 
as will not impose too heavy a burden 
on the customer, in his experience. 
A two-year payment term is better 
than asking too high a monthly pay- 
ment and having the customer fail 
in his obligations as a consequence. 
The company has not to date used the 
meter plan of payment, but is about 
to offer this as a special feature of 
spring purchases. This system of pay- 
ment does emphasize the “pay-its- 
own-way” feature which is one of 
the talking points in selling electric 
refrigeration. Consistent advertising, 
occasional specials made possible by 
cooperation with the manufacturer, an 
attractive store, an active sales force 
and a system of selling which means 
making a friend of every customer are 
included in the sales program outlined 
for the next three months. 


Chicago Distributor 


re preservation, the pleasures 
of the table, and economy of oper- 
ation of modern electric refrigerators 
are the 1935 backbone of the sales- 
man’s attack, thinks Lou J. Stutz, 
sales manager of Domestic Utilities, 
Inc., Chicago distributors of Stewart- 
Warner refrigerators. 

“If ever there was a time when 
calls paid dividends, it is this year. 
The public is sold on refrigeration, 
and want it as much as it wanted the 
automobile. Most families do not 
think they can afford it, and this is the 
sole barrier that the salesman has to 
break away.” 

Independent dealers must beware of 
shoppers, Mr. Stutz thinks. This year 
will see a lot of them, and the retailer 
who thinks he can turn a deal with 
a $5 profit will put himself out of 
business. It happened in the radio 
business he declared, and will occur 
in refrigeration unless both distribu- 
tors and retailers are watchful. 

Most successful method of opera- 
tion, for independents, he finds, is the 
crew. It should have a manager. Pay 
of $15 a week plus 10 per cent com- 
missions will attract and hold the 
most salesmen. 

Domestic Utilities, Inc. started dis- 
tributing Stewart-Warner refrigera- 
tors and radios January 1. It was 
formerly the Oil Stove Corporation. 
H. L. Rubloff is president, Lou J. 
Stutz, sales manager, and S. J. Rub- 
loff, treasurer. 
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Most Sensational New Patent 
in Eleetrie Refrigeration! 


... brings bigger profit opportunities to Refrigerator Dealers 


=> Dealers throughout the United States have 
shown an overwhelming preference for the new 
Fairbanks-Morse refrigerator. Three months ago, 
we did not have a single dealer. Today, we have 
dealers in every important town from coast to coast! 


Dealers saw and bought the new Fairbanks- 
Morse because of the exclusive new CONSERVA- 
DOR—the most amazing money-saving patent in 
electric refrigeration! 


They saw in the CONSERVADOR a new feature 
that would lessen sales resistance. They knew that 
every housewife would prefer it because of its 
saving in time! In food! In electricity! In space! 
In money—year after year! 


Most important, these dealers realized that the 
CONSERVADOR had tremendous sales possibili- 


FAIRBANKS-MORS 


RADIOS-WASHING MACHINES-IRONERS 
10S YEARS OF PROGRESS IN PREG / CISION MANUFACTURING 
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ties. Its remarkable money-saving advantages are 
obvious to everybody. Women can see it. They can 
understand it. That’s why it’s so easy to sell. 
Why it offers greater profit opportunities! 

Get in on the ground floor now! The Fairbanks- 
Morse franchise is the most valuable dealer ar- 
rangement offered for 1935! Write, phone or wire 
for complete information and name of nearest 
distributor. Fairbanks-Morse Home Appliances, 
Inc., 430 South Green Street, Chicago. 


Cable Address: FAIRMORSE, CHICAGO 
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Refrigeration got 
off to a flying start 
here with full page 
ads of Frigidaire, 
Westinghouse, Kel- 
vinator and _ other 
manufacturers . . . Macy's and other 
department stores were inclined to 
hold fire though . . . Macy offered 
an electric log fireat $1.98, a glass 
coffee-maker at $2.59 and GE clocks 
at $4.96. Only large appliance they 
advertised was an ironer at $39.95, 
unnamed. Gimbel’s advertised Hot- 
point washer and ironer combinations 
at $69.50, a portable fire-place with 
a Philco radio installed at $49.95 and 
heat pads at $1.49 .. . Bloomingdale’s 
had a closeout of electric refrigerators 
at $79.98 . . . Sach’s had Prima spin- 
drys at $84.95 and Prima ironers at 
$29.50—the two together at $114.45. 
In addition, they plugged Frigidaire at 
$89.50 to $149.50 (old models). The 
29 Davega sporting goods stores feat- 
ured Frigidaire ’35 and Crosleys at no 
down payment terms and 15 cents a 
day. Their rivals, the Vim stores plug- 
ged Crosley at the same terms. 

The New York Edison System kept 
up their one cent a day program with 
some clever heads: Ic a Washday will 
keep your hands out of the washtubs” 

-“Yes, I said 5 electric sun baths only 
cost Ic,” etc. Liggett Drug Stores 
went into a splurge on heating devices, 
taking a full page in the evening 
papers to tell the public they could 
buy toasters at .89, heaters at .98, 
sandwich toasters at .98, flatirons at 
$1.29, percolators at $1.39, etc. The 
89c toaster was given the biggest play 
. . . Sears gave their '35 Coldspot a 
break, offering a 6-ft. box at $139.50. 

The Philadelphia 
Electric Company 
P. ia had a clear-out of 
floor samples and 
demonstrators on 
ranges, washers and 
ironers. Sample offers: washers $39- 
50, ironers $49.50. Another ad feat- 
tured the range and the refrigerator 
together as the two most necessary 
appliances to make up an electric 
kitchen. The range was a Graybar- 
Crawford at $99.50 and the refrigera- 
tors were Frigidaire and GE at $115- 
50. cash. Wanamaker’s took small 
space on casseroles and bakers at $1- 
25... Judson C. Burns advertised 
GE boxes at $111 for a 4-cu.ft. box. 
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The Gas & Elec- 
tric Company broke 
out in almost full 
pages on the new 
1935 Westinghouse 
stream-line refriger- 
ators. Other space went as usual to 
a Consolidated spinner-washer . . . 
Hecht Bros. featured Westinghouse 
refrigerators, too and varied it with 
offers of a Scot ironer at $59.50, 
Maytag washers at $59.50 on the 15 
cents a day basis. Hochschild, Kohn 
established a sunshine room on their 
sixth floor—following the lead of G. 
Fox & Company in Hartford—and 
had a slogan contest to popularize it 
the prize being a GE sunlamp, of 
course. Other H-K space went to 
Westinghouse refrigerators, heating 
pads, and waffle-irons. 

The May Company had Apex 
washers at $54.50, “XL” washers and 
ironers at $39.50 each . . . Victor's 
featured a Mixrite mixer at $9.95 
and a Speed Queen washer with laun- 
dry accessories for $39.95. Hutzler 
Bros. space went to ’35 GE refrig- 
erators . . . Benesch’s plugged Prima 
washers and ironers at $39 apiece. 

Crosley pulled a 
new one here — a 
variation of the Wil- 
liams Oil-O-Matic 
offer of a coal shovel 
to housechoulders 
without oil burners. They offered the 
Buffalo public an ice pick free to 
those who still owned ice boxes. An 
inexpensive way of getting a lot of 
swell prospects rounded up! 

Buffalo General Electric kept up 
their testimonial type of advertising 
with pictures of prominent range us- 
ers endorsing the low cost of elec- 
tricity for cooking in the Buffalo area. 
Schwegler Bros. took big space on 
Kelvinators, announcing a sale of two 
carloads to be sold on a no-money 
down basis. They were 1934 models. 
They plugged Easy washers, too, on 
the home bank method of payment. 
Larkin’s offered Apex washers at 
$49.50—terms $1 down. The William 
Hengerer Co. advertised Crosley re- 
frigerators at $112.50 to $219.50, al- 
so Thermat heat pads at 69c. Adam, 
Meldrum, Anderson took space on 
Blackstone washers at $49.50, Frigi- 
daire '35’s at $119.50. Another Frigi- 
daire advertiser was Edward’s. J. N. 
Adam Co. plugged 1900 washers, 








Seneca irons at $2.98 and Mirro percs 
at $1.39. Les Wheeler had a big sell- 
out of Grunow refrigerators at low 
prices for floor samples. Household 
Outfitting had a sale of Faultless 
washers at $29.95 with a laundry 
combination included. 

John G. Myers 
advertised A BC 
washers and ironers, 
advertising them as 
the complete home 
laundry. The wash- 
ers were priced at $89.50 without 
pump and $99.50 with pump. An- 
other ad featured Thor washers at 
$49.50 terms one dollar down. Albany 
Garage Company took space on Kel- 
vinator . . . B. Berinstein offered 
Faultless washers at $39.50 with 
laundry accessories . . . Fern’s did 
likewise with the One Minute wash- 
er but their price was $44.95. They 
also had Prima ironers at $39.50... 
A. Swire’s Furniture had Apex wash- 
ers at $39.50 while Swire Radio and 
Merriam’s both advertised GE wash- 


ers. 

R. H. White & 
Company took the 
spotlight away from 
all other Boston re- 
frigerator dealers by 
taking smash full- 
page ads in the papers on their entire 
line of refrigerators. “$1,576,490,874- 
.00 (over a billion and a half dollars) 
is the perfectly astounding total of 
assets behind the world famous manu- 
facturers who produce, advertise and 
guarantee the electric and gas refrig- 
erators sold regularly by R. H. White 
& Company.” That was the blazing 
headline and the copy listed the 
manufacturers: Frigidaire, Kelvinator, 
Apex, Norge, Westinghouse, Fair- 
banks-Morse and Electrolux. Subse- 
quent space went to Norge refrigera- 
tors which had just been added to the 
line. 

Gilchrist’s advertised Norge also— 
1935 models at 15 cents a day and 
Conlon ironers at $5 down. Jordan 
Marsh plugged Kelvinator at from 
$83.50 to $789.50. 

Woddruff’s took 


space on Frigidaire 
and Kelvinator re- 
frigerators . . . Ster- 
chi Bros. advertised 
a washer-ironer com- 
bination at $69.50 . . . Fowler Bros. 











also played washers—the Haag being 
featured at $79.50. Leonard refrig- 
erators were another Fowler Bros. 
offer at $79.50 to $379 . . . Miller’s 
played up Norge refrigerators and 
Universal electric ranges. 


Walker’s had Apex washers at $64- 
50 with outfit. Another ad offered 
what appeared to be the same outfit 
and washer at $74.50 ... S. H. 
George advertised table appliances. 

Most’ of the big 
advertising in this 
town which is the 
headquarters of the 
Electric Home & 
Farm Authority, is 
done by the Tennessee Electric Power 
Company, a Commonwealth & South- 
ern property. And do they advertise! 
Continuous, large space promotion on 
electric ranges and lighting. Specific 
offers of refrigerators: Frigidaire 4- 
ft. boxes at $79.50 and promotion 
on their own low rates carried out 
via the ingenious electric imp Reddy 
Kilowatt, Ash Collins’ contribution 
to the enlivenment of utility adver- 
tising. 

Sterchi Bros. advertised TVA mod- 
els of electric ranges at $77.75 (Es- 
tate) and floor sample Apex washers 
going for as low as $19.95. The Chat- 
tanooga Times got out a special tab- 
loid ‘supplement, incidentally, called 
the First Annual Cook Book and 
Modern Household Appliance Edi- 
tion. Advertisers included the Tenn. 
Electric Power, Miller's, Fowler’s, 
Sterchi’s, Terrell Electric, W. C. 
Teas, Rhodes-Jones Furniture, Hay- 
erty Furniture, Lookout Furniture, 
and D. S. Etheridge & Co. 


Stix, Baer & Ful- 
ler continue to show 
that a department 
store can sell electric 
ranges, advertising a 
GE at $160. Bran- 
dt’s has hit upon the theme, “Pay 
for your washer as you pay for your 
laundry” as the logical theme to sell 
machines. They quote $1.25 a week. 
Alternating with this idea is a home 
laundry offer. The idea must be work- 
ing as the store has moved from dis- 
play classified to the heavy sugar dis- 
play space. Goldman Bras. follow the 
Sears precedent by advertising a $34- 
.90 washing machine, $1.00 down, 
make fortunately anonymous. Union 
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2 TABLE 
SHELVADORS 


TABLE SHELVADOR 


FR-20—2 cu. ft. NET Ca- 
pacity. Semi-hermetic Ro- 
tary Compressor. Dimen- 
sions: 36” high, 23%” wide, 


(8b o> 
— at $79.50 


TABLE SHELVADOR 


FR-30—3.1 ou. ft. NET Ca- 
pacity. Rotary Compressor. 


Se d 
tomar $94.50 











4 SHELVADOR MODELS 


SHELVADOR MODEL FA-40 
4.09 cu. ft. NET Cup. 8.6 
shelf ice traye— 


SHELVADOR MODEL FA-50 

5 ou. ft. ae Connie. 11.3 sa. 
ft. shelf area. - 

cubes—one “iouble-debuh tn 
Dimensions: 56K” high, Ping 
wide, 24% 


al 2, (howe $129.50 


SHELVADOR MODEL FA-€0 
6 ou. ft. HBT Capacity. 13.5 ea. 
traye—63 


yids 64" " $149.50 


SHELVADOR MODEL FA-70 

7.08 ou. ft. NET Capacity. 14.9 
eq. ft. shelf area. 4 ice traye—B4 
cubes —one double-depth tray. 
Dimensions: 5745" high, 32%” 


z55e, 25% $169.50 


3 TRI-SHELVADOR MODELS 


Models FA-SO, FA-60, FA-70, 
and all Tri-Shelvador Models 
also available with porcelain 
exterior at slight extra cost. 


TRI-SHELVADOR MODEL F-43 
4.3 cu. ft. NET Capacity. 9.15 
aq. ft. shelf area. 2 ice trays—42 
cubes—one douhio-den th 
Dimensions: 56-0/16" high, 


23)” deep, $139.50 


TRI-SHELVADOR MODEL F-55 


5.51 cu. ft. NET Capacity. 11.6 
aq. ft. shelf area. 3 ice trays—63 
cubes—one doub-e-depth tray. 
Dimensions: 57%" high, 29” 


ie **" $164.50 
TRI-SHELVADOR MODEL F-70 


7.08 ou. {t. NET Capacity. 14.9 
oq. ft. shelf area. 4 ice trays—64 
cubes—one double-depth tray. 
Dimensions BBA” high, 32%" 
wide, 25% 
















































| a" $189.50 
hs Cresiey Tri-Shelvader Adds 3 Exclusive Features to Famous Shelvader 
; The Tri-Shelvador has all the features of the Shelvador, with _ SSS 
1g ba the following added exclusive features: ee 
1—SHELVATRAY. Handy shelf in door that drops to hori- 
4 7 raf Se} ty 
is. oo ye EL, Geateuiees EXCLUSIVELY IN 
rs 2—SHELVABASKET. A non-refrigerated basket on bottom 
id ; of door for greens, carrots, cabbages and the like. An ex- €EROSLEY 
clusive feature. (Patent pending.) . 
3—STORABIN. A non-refrigerated bin in bottom part of : 
+ | cays ta ltavetes (reiest peeding) 
cd my, ~~~; -: ieee ELECTRIC REFRIGERATORS 
F Shel 
3 
-S. 
ig 
is 
he 
he 
& 
is . 
er 
h- 
e! 
on 
fic 
4. 
on 
ut 
dy 
on 
r- 
d- | 
's- 
ut : 
it- Tuts much more . . . twice as easy to find... 
- the all-time high-point in electric refrigerator convenience . . . 
id : smartness that excites exclamations everywhere! No wonder 
li- | sales are going up! up! UP! 
' P Shelvador—the electric refrigerator showing the greatest sales 
oa growth during 1934—will make new sales history during 1935. 
y- For SALES are written all over these amazing models that 
¢, meet every viewpoint, every purse. 
, When you sell EXCLUSIVE features, you sell something be- 
fl yond the reach of competition. And the 1935 Crosley line is 
om exclusive, not only in features, but in Streamline Beauty and 
ic 2 in foot-saving convenience. Far ahead in value. The prices 
a speak for themselves. Get in touch with your Crosley dis- 
af tributor, so that you may begin now to make 1935 your biggest 
A year. You can’t afford NOT to handle Crosley. 
1 , 
a THE CROSLEY RADIO CORPORATION - CINCINNATI 
k- (Pioneer Manufacturers of Radio Receiving Sets) 
” Home of WLW—the world’s most powerful broadcasting station. 
“4 POWEL CROSLEY, Jr., President. Western prices slightly higher, 
e 
4. 





ALL PRICES INCLUDE DELIVERY. .INSTALLATION..ONE YEAR FREE SERVICE 
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Electric Light & Power Company of- 
fer an electric clock for store use as 
a leader in its clock advertisement. 
Norge advertising feature six 1935 
reasons for refrigerator ownership, 
“Greater saving, more convenience, 
tastier foods, thrifty marketing, health 

rotection and mechanical superiority. 
Whe Aeolian Company is going heav- 
ily into meter selling of Leonard re- 
frigerators, Stix Baer follows with the 
Frigidaire. Sears give space to their 
new six-foot box at $139.50. 


General Furniture 
touches the high-wat- 
er mark of easy pay- 
ments. Gene Coyne 
offers two years to 
pay, 10c a day on 
ABC washers. Commonwealth Edison 
Electric Shop offers a Silex coffee- 
maker at $4.95, running in $2.95 
heating pads, $2.95 irons and $2.69 
toasters as additional seasonal items. 
Taylor Washing Machine Company 
runs space on Maytag washers at 
$39.50. February is time for the in- 
fra-red heat-ray lamp at $2.95, so 
Commonwealth Edison thought. L. 
Fish Furniture Company dips into 
metered electric refrigeration, offer- 
ing Frigidaires at no money down, 
free delivery, one year’s service, at 
20c a day. Over at The Fair, Pharis 
Blue leads off with a new line of 
Apex washers, price $57.50, no money 
down. Wieboldt’s give publicity to the 
1935 Crosley with “50 per cent more 
useable space’’ and the Frigidaire with 
“super freezer,” proving that depart- 
ment stores like features to talk about. 
Jim Bunn at the Davis Store had 
a line which other advertisers might 
copy: “$33.50 model illustrated.” ‘Too 
often the low price and the top model 
picture are combined. The 44 Thor 
stores close out 1934 Thor washers 
at $54.50. Eureka Vacuum Cleaner 
gets a great send-off from Common- 
wealth Edison. 





Jewell Tea Com- 
pany cashes in on 
the popularity of the 
coffee-maker by. of- 
fering one as a prem- 
ium with wagon 
grocery salesmen. Gimbel’s continues to 
plug the Voss washer at $39.98 with 
40 boxes of Rinso. It takes $5 down 
to get this deal however. Sears is start- 
ing to do some of the heavy appliance 
advertising that is common only to 
their St. Louis store. This time they 
anounce their 6-foot Coldspot refrig- 
erator at $139.50, $5 down, $8.50 
monthly. The Electric Company ties 
in cakes and its cooking school with 
the Hotpoint electric range at $114- 
50, completely installed. Tepe are 
$3.18 down, $3.18 per month, plus 
allowance for old range. The elec- 
tric Company proves that sticking to 
one brand builds up consumer accep- 
tance. In February it announced the 
28th semi-annual sale of 1900 Wash- 
ers. Long years of plugging 1900 
Washers in Milwaukee have made 
them the most accepted machine in 
Milwaukee, a Milwaukee Journal 
survey declared recently. Bradford’s 
are using classified to sell the Cape- 
hart Orchestrope, one of the highest 
priced radio record players. Jones 
Store throw in a set of attachments 
with each Eureka vacuum cleaner 
sold. The American Furniture Store 
holds dollar-day, offering a Woodrow 
washer or a Conlan ironer for $1 
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down, and. incidentally offer a $1 
trade-in on old irons if you purchase 
a Westinghouse automatic at $5.95. 
The Electric Company again get close 
to the real reasons of why people buy 
washing machines, driving home the 


‘thought of 50 pounds of clothes being 


washed for Ic worth of electricity. 
Sears holds a clearance sale on Ken- 
more washers at $34.00 cash price. 


Davidson's dust off 
the good old factory 
K picture for use with 
a Norge ad offering 
a 5-ft. box at $122- 
50... Katz Drug 
Stores apparently are losing interest 
in electrical items, mentioning only 
Hotpoint electric irons and heating 
pads in their space . . . Transit Radio 
Company are tossing in 1935 Mis- 
souri license plates to each customer 
buying an auto radio at $29.95. Mary 
Dunbar Those ties in a cooking 
school with a Norge sale for the Kan- 
sas City Power & Light Company. 
Laundry owners continue to run as 
much space as washing machine ad- 
vertisers, featuring lower laundry 
prices. Gordon T. Peck is tying in 
the CTA plan with Westinghouse 
refrigerators at $199.50. The Jones 
Department Store is now running a 
homemakers night on Mondays and 
Thursdays, keeping the store open 
until 9 P.M. In February the crowds 
saw an Easy washer at $49.50 as an 
attraction. Jerry Weston of the Elec- 
tric and Radio Association of Kansas 
City hit the nail on the head with the 
theme “They don’t give them up” 
around which space salesmen of the 
Kansas City Star ran a page of re- 
frigerator advertising. The business 
of making clothes at home continues 
to grow as evidenced by the sale of 
Graybar sewing machines by the Kan- 
sas City Power & Light Company. 
The Jones Store appreciates the trade- 
in market on washers, offering $10 
on old machines on a $69.50 Apex 
sale. Mahorney runs a page ad set 
up in classified fashion with the banner 
line “The follies of 1934,” apparently 
meaning follies in purchases—with the 
savings apparently being passed on 
to customers. 





Younker’s springs 
the only unusual an- 
D gle of the month, 
with tea-room vau- 
deville built around 
the electric refriger- 
ator. Anderson’s run a Norge washer 
advertisement with a tag line “gears 
made by the Borg-Warner Company.” 

Union Outfitting 
Company holds its 
clearance sale on us- 
ed Frigidaires. Being 
a pioneer meter ice 
house, one wonders 
what per cent of the used models 
were reverts . . . Brandeis department 
store gives wide space to the 6 foot 
Crosley at $149.50. Nebraska Power 
Company continues to run the line 
“See your dealer or Nebraska Power 
Company,” above its appliance ad- 
vertising. Mickel’s is going after 
trade-in business, allowing $10 on an 
ABC washer. 25c¢ puts one in your 
home and you become a member of the 
ABC club. Again live Omaha re- 
frigerator dealers band together to 
run a page in the Omaha-World Her- 
ald, this itme tying with the movie 
“The Freedom of the Shes.”’ Nebras- 
ka Power Company goes back to the 








sure-fire electric iron argument 
“You'll finish earlier” with a Hot- 
point electric iron at $2.95. 


The Denver Dry 
Goods Company ad- 
vertised lamps and 
radios. The Ameri- 
can Furniture Com- 
pany in their Febru- 
ary furniture sales included Westing- 
house refrigerators ($202.50) at 
$154.50 with a $5 down payment and 
trade-in offer. The May Company fea- 
tured a clearance of floor sample wash- 
ers and cleaners, savings $10 to $30. 
The Public Service Company adver- 
tised a first showing of 1935 Kelvi- 
nators. Joslin’s offered $2.95 irons 
for $1.95 and Frigidaires for $124.50, 
$5 down, l-yr. service. Ward sold 
washers at $35.95 and radio. The 
Chas. E. Wells Music Company in 
advertising the opening of their new 
store included Westinghouse and 
Grunow refrigerators among their 
special ties. 





The Scott Motors, 
Ltd., announce them- 
selves as new Frig- 
idaire dealers for Re- 
no. Shearers, adver- 
tising G.E. washers, 
announced the winner of their con- 
test. H. E. Saviers & Son ran a spe- 
cial campaign on Westinghouse and 
Monarch ranges, with payments as 
low as $4.25, no wiring or installa- 
tion charge. The Nevada Machinery 
& Electric continued their small ads 
listing appliances with prices — Uni- 
versal heating pads, $3; Mixmasters, 
$19.50, $27.50; Hammond clocks, 
$12.50; Apex and Royal cleariers, etc. 
The Sierra Pacific warn customers 
against buying lamps of wrong volt- 
age from itinerant salesmen. 


Salt Lake mer- 
chants have set the 
citywide “spring 
opening” for March, 
with a window dis- 
play contest Mar. 
9-11. There is also to be a “Silver 
Dollar” day. The Annual Moderni- 
zation Exhibit this year had taken the 
form of eight small cottages erected 
on Main St., sponsored by household 
appliance manufacturers. Auerbach’s 
have been modernizing basement. 
Staged a carload sale of Kelvinators. 
(no down payment, 15c per day). 
Philco, Hoovers and small appliances 
among specials. The Z.M.C.1. finished 
omg with a clearance of lamps. 

ey advertised chiefly small appli- 
ances. Keith-O’Brian offered a “spe- 
cial inducement” in their sale of West- 
inghouse refrigerators (Come in and 
see what it is). Axelrad featured Phil- 
co and Voss washers at $49.95, with 
two tubs included. Granite Furniture 
emphasized the endurance run of the 
Dexter washer ($69.50) offering free 
demonstration. The Standard sold 
Faultless combinations for $69.50 and 
washers alone for $43.69, featuring 
telephone sales to out-of-town custom- 
ers. The Paris Company staged a used 
radio sale. The Southeast Furniture 
advertised radios, 6-piece Maytag sets 
for $79.50 (phone Mr. Hainsworth), 
also Monarch ranges at $99.50. Sears, 
besides mentioning most of the major 
applianees, offered to loan customers 
with no banking connections from 
$100 to $2,000 through the N.H.A. 
plan. Boyles, advertising itself as the 
“largest household appliance store in 











intermountain district’’ started with 
a washer sale. Dexter washers and 
ironers sold for $69.95 —“win one 
free.” They also ran a contest on 
Westinghouse refrigerators. Hoover 
sweepers, Estate ranges; Leonard re- 
frigerators and radio came in for a 
share in their extensive advertising. 
The Utah Power & Light Co. adver- 
tised electric cooking, modernization 
by electricity, better light, N.H.A. op- 
portunities and the all electric kitchen. 
Electric automatic coal stokers re- 
ceived some cooperative advertising. 


A woolgrowers’ 
convention which met 
in Butte late in Jan- 
uary brought out a 
mid-winter sale at 
Hennessy’s, during 
which Frigidaires were featured at 
$129.50 and G.E. washers at $54.95 
(reg. $64.50), with free home demon- 
stration. During February Sparton 
radios have been advertised (liberal 
trade-in allowance), 6-lb. irons at $1- 
79, also at $4.95 ($1 on your old 
iron) and Universal cleaners at $19- 
95 (reg. $27.50). The Maytag Shop, 
announcing the arrival of a new car- 
load, offered a special sale of used 
washers, $12.50 — $74.50. Shiner’s 
shone with lamps, Montgomery Ward 
offered washers at $48.94. The Mon- 
tana Power Company pushed ap- 
proved study lamps at $5.95 up. The 
weekly continued story of “The Eyes 
of Dicky Dow” has reached the ar- 
rival of Dicky, Jr., and the conserva- 
tion of his eyesight with the aid of a 
power company representative armed 
with a sight meter. 





During the week 
of Feb. 11-15 the 
Phoenix Gazette and 
Arizona Republic 
sponsored a Better 
Homes Show at the 
Shrine Auditorium, with a daily cook- 
ing school and demonstration of ap- 
pliances. Attendance for the first day 
was reported as 1,800. The Central 
Arizona Light & Power advertised 
statistics on a new residence district, 
showing, in 41 homes, 40 electric 
ranges, 35 refrigerators, 33 water 
heaters. They also featured air con- 
ditioning and Westinghouse, G.E. 
and Leonard refrigerators. The Bar- 
rows Furniture Company sold Ad- 
just-o-lites and Voss washers, with 
tubs, for $44.50. The Vinson Carter 
Electric offered $1 payments on West- 
inghouse washers and free clothes bas- 
ket, pins and soap. The Crystal Ice 
& Cold storage Co. advertised air 
conditioned refrigerators. The New 
State Electric—Automatic washers, $1 
down, $1 per week. The Nielsen Ra- 
dio & Sporting Goods Co., after stag- 
ing a bargain sale on radios, exercisers 
and cleaners, advertised Dexter wash- 
ers at $39.95 and announced the new 
Atwater - Kent refrigerator, 10% 
down. The Dorris-Heyman Co. — 
Maytags, $79.50; Faultless washers, 
$39.95 ; . Westinghouse “Compact,” 
$95. Also ironer combination, $69.50. 
Easy washers were offered at 15c dai- 
ly on meter plan. Westinghouse re- 
frigerators (by special arrangement 
with Consumer’s Credit) could be had 
for nothing down, and 3 yrs. to pay 
starting 30 days later. The O. S. 
Stapley Company sold Kelvinators on 
same plan to home owners; for others 
20c per day with meter ‘or 30 mos. to 

(Please turn to page 66) 
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HE famous G-E Monitor Top her- 

metically sealed-in-steel mechanism 
—that has made refrigeration history 
with an unequalled record for depend- 
able performance at low cost —is now 
available in all 3 types of 1935 General 
Electric refrigerators—Monitor Top, 
Flatop and Liftop. This is the mecha- 
nism that won for the General Electric 
the greatest public preference ever 
enjoyed by any electric refrigerator. 


PERFORMANCE COUNTS! 


To the dealer, no other feature of an 
electric refrigerator is as important as 


its mechanism. After all, it’s the performance of any 
refrigerator that determines its real money-making 
value to the retailer and its real worth to the customer. 
If it continues to give satisfactory, economical service 
year after year, the dealer has no expensive, profit- 


PERFORMANCE 
PROTECTION 


In addition to the standard 
1 year warranty, 1935 G-E 
refrigerators carry 4 more 
years protection on the 
matchless sealed - in - steel 
mechanism for $5 .. five full 
years for only $1 a year! 


eating service problem. The customer, 
with a refrigerator that exceeds even 
the greatest expectations of depend- 
able performance, enthusiastically rec- 
ommends it to friends and neighbors, 
and new sales result. 


The General Electric dealer has the 
added advantage of selling other G-E 


Kitchen appliances and Laundry appli- ; 


ances to his satisfied refrigerator cus- 
tomers. And it all goes back to the 
amazing performance of the G-E 
refrigerators sealed mechanism —the 
ONE outstanding sales feature in re- 
frigeration today. This year, G-E is put- 


ting major emphasis on the unparalleled performance 
story of the G-E refrigerator. It’s going to be a big year 
for G-E dealers! Write or wire for details of the G-E 
franchise. General Electric Co., Specialty Appliance. 
Sales Dept., Sec. DE-3, Nela Park, Cleveland, Ohio. 


GENERAL & ELECTRIC 


ALL-STEEL REFRIGERATORS 
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THE REFRIGERATOR 
THAT DEFIES TIME! 


Monitor Tops in use in homes for 6 
and 7 years have been cut apart at the 
General Electric Research Laboratories 
and found to be in such first class 
condition that it is impossible to place 
a limit on the years of service to be 
expected from this matchless sealed- 
in-steel mechanism. . 




















A Review of New Products 








Hotpoint Ranges 
Edison GE i ppliance Co., 
5000 W’. Taylor St., Chicago, Il. 

Models: Mayfair, Treasure, Marvel, 
New Century. 

Surface Units: Mayfair 5 Hi-speed Cal- 
rod units: Treasure, Marvel and 
New Century 3-Hi-speed Calrods; all 
models equipped with Thrift cooker. 

Sizes: Mayfair, floor space 54x25 in; 
36 in. to cooking top; Treasure, 42x 
25 in. floor space; 36 in. to cooking 
top; Marvel, 39x227% in. floor space; 
36 in. to cooking top; New Century, 
43¥4x247% in. floor space; 3212 in. to 
cooking top; all ovens 16x14x18 in. 

Special Features: Mayfair, table top; 2 
large ovens; warming compartment, 
} storage drawers; indicating lights 
over oven temperature dials; toe 








space at base of range; white porce 
lain with gray or chromium trim; 
Treasure, table top; semi-extension 
tvpe sliding oven shelves; white por 
celain or cameo ivory with chromium 
trim 

Marvel, table top; white porcelain 
with silver lustre trim. 

New Century, cabinet type; oven 
temperature control and thermometer ; 
oven vent of induced draft type; 
pebble blue porcelain interior; single 
switch controls both oven units; 
white porcelain, pearl gray or cameo 
ivory trim 

Mavfair, Treasure and Marvel 
equipped with new direct acting 
bulb type oven temperature control, 
dial regulator and pilot light; ap 
pliance outlet on all models.—Eleciri 
cal Merchandising, March, 1935. 


v 
Rotary Seal Unit 
Rotary Seal Co., 
809 WW’. Madison St., Chicago, Ill. 
Device: Replacement unit for refrigera- 
tor compressors 
Description: Prevents shaft leaks; hard 
ened steel or bronze rotary seal ring; 
tace of seal is lapped to perfectly flat 
finish ; held in place on shaft by spring 
that presses lapped face of seal 
against lapped seat of gland plate; 
Ropreme packing ring inside seal 
ring prevents leakage along shaft; 
fits snugly on shaft; Duprene base of 
packing ring not affected by lubricat- 
ing oil or refrigerating gases; quiet, 
trouble-free, unbreakable; easy to in- 
stall on job.—Electrical Merchandis- 
ing, March, 1935. 
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Norge Refrigerators 
Norge Corp., 

607 E. Woodbridge St., Detroit, Mich. 

Models: 18 Norge Rollators—Economy 
Series: E425, E231 Norgette; 10 white 
De Luxe models, in 6 sizes and 2 
models in colors. 

Sizes: 4.25 and 2.31, 5.19, 6.21, 7.20, 
8.04, 9.53 and 11.17 cu. ft. 

Description: Models P720 and 621 fin- 
ished in mother of pearl, tan and 
green or white; Models 519, 621, 720 
and 804 porcelain interior, Norgloss 
exterior; 953 and 1117 porcelain in- 





side and out. Redesigned finger- 
touch door latch; closer spaced cross- 
wired shelves; improved interior il- 
lumination; set of oven proof pottery 
dishes available, consisting of water 
bottle, or cocktail shaker, mixing 
bowl, butter dish, 2 utility dishes and 
1 Hydrator; powered by Norge Rol- 
lator compressor.—Electrical Mer- 
chandising, March, 1935. 


, 


Guth 


Super Indirect Fixture 
Edwin F. Guth Co., St. Louis, Mo. 


Device: Super Indirect lighting fixture. 

Description: Scientifically-shaped reflec- 
tor; porcelain enameled steel finished 
in Ivory and white with Chromium 
stems; Lumo-Vitro reflecting surfaces; 
accommodates lamps from 300 to 
1500 watts; 18 in. diam. 

Price: $12.00. — Electrical Merchandis- 
ing, March, 1935. 





Airtemp Air Conditioner 
lirtemp, Inc., 
405 Lexington JIve., New York City. 

Model: Self-contained, air conditioning 
unit; cools, dehumidifies, circulates, 
filters. 

Description: Capacity Y2 ton; fits below 
windowsill; semi-movable — can _ he 
moved from place-to-place in change 
of residence; motor, and compressor 
mounted on separate frame from the 
one supporting the coils; entire unit 
mounted on cork base for quieter op- 
eration, convenient switches on top 
of cabinet make it easy to operate 
winter and summer; operates auto- 
matically when thermostatic control 
is used; cabinet 4644 in. long, 15% 
in. wide, 26 in. high, contains motor, 
compressor, cooling coils and fan.— 
Electrical Merchandising, March, 
1935. 





W hite Cross 
Buffet Server 
National Stamping & Electric Works, 
3212 W. Lake St., Chicago, Il. 
Model: No. 590 Buffet Server. 
Description: 3 large removable porce- 
lain pans rest in full size hot water 
compartment; black ebonized body; 
chromium plated top and covers with 
Bakelite knobs; 160 watt element; 
10x24x6 in. high; weighs 15 Ibs.; 
modernistic design. 
Price: $15. — Electrical Merchandising, 
March, 1935. 





Canton Clothes Dryers 
The Canton Clothes Dryer Co., 
Canton, Ohio. 

Models: Portable, cabinet type clothes 

dryers, all sizes. r 
Description: Equipped with improved, 
unit type electric radiator equipment 
—no motor, no fan, no chimney con- 
nection; each radiator has single ele- 
ment, when one unit burns out other 
units are in no way affected; smallest 
model is 49 in. high, 24 in. wide, 8 
in. deep; double walled, asbestos 
lined; baked enamel finish ; suitable 
for bathroom, kitchen or laundry. 
Model E-33-CS, combination cabinet 
type clothes dryer and plate warmer; 
approximate hanging capacity 33 lin- 
eal ft., 66 in. high, 12 in. deep, 3 ft. 
wide; silver bronze finish inside and 
out; equipped with extension cord 
and plug connection for electric iron 
Price: From $34.50 up.—Electrical Mer- 
chandising, March, 1935. 





Hankscraft Breakfast Set 
Hankscraft Co., 

1011 E. Main St., Madison, Wis. 
Model: No. 700 breakfast service set. 
Description: Consists of all-chrome, 2- 

slice toaster; ivory porcelain egg 
cooker with chrome dome; 4+ hobnail 
egg cups; light weight, Bentwood, 
walnut finished tray. 
Price: $12.50 complete.—Electrical Mer- 
chandising, March, 1935. 
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Thermador Water Heater 
Thermador Electrical Mfg. Co., 
116 Llewellyn St., Los Angeles, Calif. 
Device: Thermador Type FW water 

heaters. 

Description: FW-30, 30 gal. capacity; 
single unit, 2500 watts; FW-32, 30 
gal. capacity, 2-unit 2500 watts; gal- 
vanized copper-loy stecl tank; granu- 
lated cork insulation ; 73 in. high, 181, 
in. diam.; both models equipped with 
Everhot multiblade heating elements 
and Thermalert automatic heat con- 
trols; washable ivory finish, black 
trim. 

Price: FW-30, $59.50 FW-32, $69.50.— 
Electrical Merchandising, March, 
1935. 





v 


York Air Conditioner 
York Ice Machinery Corp., York, Pa. 
Device: Portable, self-contained air 

conditioner, provides for cooling,de- 

humidification, cleaning, circulating 
and freshening air in’ room. 
Description: Positive introduction of 
fresh air from outdoors accomplished 
by telescopic duct arrangement in 
rear from which outside air is drawn 
for introduction into room; heat and 
moisture also discharged from room 
through duct connection; air-cooled, 
no water pipes required ; window duct 
connection adjustable to fit window 
widths from 314% to Slin., or, with 
special cutting, to as narrow as 22 in. 
windows. — Electrical Merchandising, 
March, 1935. 





v 


Roll-Up Cord Reel 
Gardella Mfg. Co. 
9312 Cassius Ave., Cleveland, O. 

Device: Roll-Up reel. 

Description: Keeps cord concealed, 
clean, safe; rolls-up to 6 ft. of ordi- 
nary electric cord in bright finish 
black and brown baked composition 
case; easy to attach, plug cord contact 
end into reel and wind up, plug reel 
into wall socket when wound to de- 
sired length; reel 2% in. wide, 114 
in. deep. — Electrical Merchandising, 
March, 1935. 
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Westinghouse Washers 


Westinghouse Electric @ Mfg. Co. 
Mansfeld, 0. 


Models: 5-spinner-dryer, square Deluxe, 


round double-tub; Standard, Special. 


Description: Spinner-Dryer, 8 ib. capac- 


ity; interlocking device on spinner 
basket lid locks lid while basket is 
revolving; telescoping type legs pro- 
vide heights from 394% to 4314 in. 

Deluxe wringer model, double tub 
construction; improved, streamlined 
wringer equipped with safety feed, 
moves through 8-positions on ball- 
bearing race; rolls automatically 
stop during shifting operation; sedi- 
ment groove; oversize motor; rubber 
mountings on motor and tub. 

Round double tub washer incor- 
porates salient features of Deluxe 
model; 8 Ib. capacity. 

Standard washer, 7 lb. capacity; 
self-adjusting wringer with conven- 
ient controls and safety release fea- 
tures. Special washer (low priced) 6 
lb. capacity; new type safety feed; 
rubber mountings for motor. 

All models available with or with- 
out water discharge pumps.—Electri- 
cal Merchandising, March, 1935. 





W alser Timers 


Walser Automatic Timer Co., 
Chrysler Bldg., New York City. 


Device: Series No. 75 automatic timers. 
Description: Developed to meet demand 


for timer without delayed switch ac- 
tion; eliminates inconvenient reset- 
ting of dial indicator after primary 
or circuit changing operation; switch 
is closed at instant pointer leaves 
“zero” allowing short interval set- 
tings without readjusting indicator; 
adjustable stop post—movable arm— 
when set for repeat intervals allows 
timer operations to be repeated with- 
out pausing for exact adjustment of 
dial pointer.—Electrical Merchandis- 
ing, March, 1935. 
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The manufacturers of BEE-VAC 
washing machines have been in the 
household appliance field for more 
than twenty-five years. During this 
time they have had many opportu- 
nities to weigh the comparative 
merits of electrical equipment. Their 
choice of Sunlight motors is evidence 
of Sunlight’s ruggedness and reli- 
ability. For Sunlight contributes to 
BEE-VAC washers the same high 
quality that is found in BEE-VAC’S 
re-inforced steel chassis, triple-coated 
porcelain enamel tub and life-time 
mechanical unit. Sunlight sincerely 
believes that it is doing its part to 
make BEE-VAC washers “the last 
word in performance and durability.” 

















SUNLIGHT ELECTRICAL COMPANY, Warren, Ohio 


















A Review of New 


Products 











GE Refrigerators 
General Electric Co., 
Specialty Appliance Sales Depft., 
Nela Park, Cleveland, 0. 
Models: 14—new models include 4 cu. 
tt. Monitor Lop tor apartment~ use; 
6 cu. ft. Monitor Top, and 2 large 
2-door Flat Top models, 12 and 15 cu. 
ft. capacities 
Description: Complete line consists of 
4, 5, 6 and 7 cu. ft. Monitor Tops, 
enamel exterior, porcelain interior; 5 


7 and 9 cu. ft. Monitor Tops, porce- 
lain interiors, removable porcelain 
exterior panels; twin-7 or 14 cu. ft. 


Monitor Tops, all porcelain; 4, 5 and 
7 cu. ft. hermetically sealed Flatops, 
enamel exteriors; 12 and 15 cu. ft. 
2 door Flatops, all porcelain. 
Special Features: Forced oil cooling; 
stainless steel Super Freezer; GE 
high-speed refrigerant injector; GE 4- 
cu.ft. Monitor Top unit enclosed in 
spherical steel casing; 12 and 15 cu. 
ft. flatops equipped with vegetable 
bin under food compartment; foot 
pedal opens cabinet doors and vege- 
table bin; low temperature compart- 
ment for storing frozen foods: 2 re- 
frigerated vegetable drawers. Other 
models equipped with temperature 
control; GE defroster; foot-pedal 
door openers, automatic interior lights, 
and GE cam tray release.—Electrical 
Merchandising, March, 1935. 











Middlebury Clocks 


Middlebury Electric Clock Corp., 
219 St. Johns Court, Chicago, Ill. 
Models: Lotus 709, Leland 710, J in- 

wood 701, 230 and $10. 

Description: Lotus, Leland, Linwood, 2- 
tone burled walnut cases; Lotus and 
Leland equipped with alarm; No. 
230, kitchen clock, ivory, green or blue 
enamel; No. $10 wall clock for schools, 
stores, offices, 15> in. square, walnut 
finished case; all models, manual 
starting motor 

Price: From $3.00 to $6.50.—Electrical 
Merchandising, March, 1935. 


PAGE 50 


, . 
Wagner Fans 
Wagner Electric Corp., 
6400 Plymouth Ave., St. Lows, Mo. 
Models: 10, 12 and 16 in. oscillating 
fans, for wall or bracket mountings. 
Description: Specially designed guard 
of heavy ‘steel wire, modernistic de- 
sign, silver-gray finish; aluminum 
blades, treated and enameled ebony- 
black are a combination of complex 
curves shaped to eliminate wind noise 
and deliver maximum volume of air; 
induction type motor, ultra-quiet op- 
eration, 110 volt, 60 cycle; dynamical- 
lv balanced motor. 
Prices: 10 in. $14.95; 12. in. $28.50; 16 
in. $36.00.—Electrical Merchandising, 
March, 1935. 





W estinghouse lroners 


Westinghouse Electric Z Mfg. Co. 
Mansfeld, O. 

Models: 2 new models—cabinet type 
and standard. 

Description: Cabinet ironer fully en- 
closed in porcelain enamel cabinet 
which automatically swings to de- 
sired position at touch of button; 
when ironer is not in use table top 
can be used as extra kitchen work- 
space; standard ironer similar to 
cabinet model except not equipped 
with enclosed top. 26 in roll; 1200 
watt element; chromium plated shoe; 
sealed mechanism automatically lubri- 
cated; knee and auxiliary finger touch 
controls; 3-point suspension, pressure 
spring, full floating movement; over- 
size motor mounted on rubber; cream 
and suntan finish.—Electrical Mer- 
chandising, March, 1935. 
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GE Rubber Cord 


General Electric Co., 
Uerchandising Depfpt., 
Bridgeport, Conn. 

Device PQ-SJ “Special” all-rubber 
parallel lamp cord for portable lamps, 
radios, clocks, etc. 

Description: Both copper conductors in- 
sulated with wall of high grade rub- 
ber, which provides insulation and 
permits easy separation of conductors 
for assembly; stvled to present attrac- 
tive appearance; + colors: brown, 
ivory, black and olive; Underwriters’ 
Laboratories bracelet labels every 5 


ft.—Electrical Merchandising, March, 
1935. 
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Crawford Ranges 


Walker S Pratt Mfq. Co., 
31 Union St., Boston, Mass. 

Models: 16-300; 16-400. 

Surface Units: 16-300 equipped with 3 
surface units: 4% in. 1800 watts, 1/6 
in. 1200 watts, 1/6 in. 1000 watts. 
16-400 equipped with 4 surface units: 
Ve in. 1800 watts, Ye in. 1200 watts, 
1/6 in. 1200, and 1/6 in. 1000 watts. 
Oven units, both models, 1800 watts 
broiling; 2400 watts baking. 

Sizes: Floor space 24x39 in.; 35 in. to 
cooking top; utility drawer 15x10x19 
in.; oven, 16x14x18¥ in. 

Special Features: 3-unit range is TVA 
model; ivory porcelain enamel with 
baked lacquer legs; equipped with 
Hilo toggle switches; appliance re- 
ceptacle, timer receptacle, electrically 
wound timer, lamp, condiment set 
and Speedwell cooker available at 
slight additional cost. 

Price: 16-300, under $80.; 16-400, 
under $100.—Electrical Merchandis- 
ing, March, 1935. 





Airex Air Conditioner 


Air Controls, Inc., 
1933 W. 114th St., Cleveland, O. 

Device: Attic fan unit for cooling 
homes by large volume air circula- 
tion. 

Description: Usually located in attic, 
operated during evening; draws hot 
air out of house to be replaced by 
cool air drawn in through windows; 
changes air in entire house once every 
3 min.; 30 in. 3-blade bird-wing fan 
with aluminum blade, duralumin 
hub; V-belt drive; Y% h.p. motor; 
280 watts; contained in cabinet with 
grille guard back and adjustable 
legs; canvas connection supplied 
with each unit makes it adaptable 
to any window. Available in 5 mod- 
els: A—for connection to attic win- 
dow; B—with ceiling grille for open 
attic installation; C—for mounting on 
display floors with fan guard; D— 
for ceiling suspension with deflector 
vanes; E—for roof mounting with 
discharge shielded against weather; 
dark blue crinkled enamel, ivory 
grille and fittings; 22x34x46 in. 

Price: $110.00.—Electrical Merchandis- 
ing, March 1935. 


Universal lroner 


Landers, Frary & Clark, 
New Britain, Conn. 

Device: Model E2985 convertible table 
top ironer. 

Description: When not in ironing use, 
table can be used as standard size 
porcelain-top kitchen table; automa- 
tic feather touch control; emergency 
hand lever for releasing shoe; free 
open end; sliding table top provides 
space for holding clothes; full float- 
ing chromium plated shoe exerts 100 
Ibs. equalized ironing pressure; press- 
ing stop-pin keeps roll stationary for 
pressing; on and off heat switch; 26 
in. padded roll; convenience outlet 
for operating any appliance on table 
top; total wattage 1275; light gray 
and white enamel finish; light gray 
porcelain enamel table top.—Electrical 
Merchandising, March, 1935. 





Niagarette Water System 


Decatur Pump Co., Decatur, Il. 

Device: Water system for summer cot- 
tages, road stands, small homes, etc., 
where water supply is within 28 ft. 
vertical distance to pump. 

Description: Burks super pump, 28 ft. 
suction lift; simple design, no belts, 
pulleys, gears, cross heads, valves, 
etc.; draws water through overhead 
loops and air pockets; delivers even 
flow of water; capable of priming it- 
self on an extreme suction lift; 
handles air only as well as air and 
water; stainless steel shaft; bronze 
impeller and raceway provides hy- 
draulically balanced load; Emerson 
motor 1/6 and 4 h.p.; automatic air 
volume control; 4 ga). storage tank; 
available in 60 cycle a.c. or 32 and 
110 volt, d.c.—Electrical Merchandis- 
ing, March, 1935. 





Crosley Koldrink 


Crosley Radio Corp., Cincinnati, O. 
Device: Bottle cooler for druggists, ho- 
tels, roadsides, summer camps, etc. 
Description: Contains Crosley refriger- 
ating unit; capacity of about 125 12 

oz. bottles; automatic; equipped with 
cold control; plugs into 110-120 volt 
60 cycle socket; Y h.p. motor; 4412 
in. long, 25 in. wide; 37 in. high; 
of particular value to dairymen, the 
manufacturers claim, for chilling bot- 
tled milk and cream to right tem- 
perature; dark green finish. 

Price: $99.50.—Electrical Merchandis- 
ing, March, 1935. 
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A new market of 18,000,000 wired homes has 


been opened up by this advanced iron... 
TEST-PROVED 60% FASTER. National advertising 
and local promotions pave the way to new sales! 


NATIONAL ADVERTISING 
DRIVE STARTS IN APRIL 





THE 10-POINT 
PROCTOR PLAN 


1. An Iron Test-Proved 60% 
Faster 

2. An Enlarged Market of 
90% of Your Wired Homes 

3. Powerful National Adver- 
tising Campaign 

4. Western Union Phone Ser- 
viee to Give Prospects 
Name of Your Store 

5. Comey r Mats Featur- 
ing $ rade-in 

6. Attractive Store Window 
and Counter Displays 

7. Sales - clinching Counter 
Folders and Forceful Mail 
Literature 

8. Dramatic Visual Instruc- 
tien Plan fer Your Sales 
Force 

9. Liberal Sales Incentive 
Pian 

10. Compelling Promotions 
for Any Type of Store 
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new featur desire, has 
made 18,000, 
OBSOLETE! 


Proctor Snap-stand Speed Iron! It 


rons now in use 





at iron is the 






is about to be aggressively adver- 
tised in the Big 3 National Maga- 
zines—reaching thousands of 
women in your community—with 
a compelling story of unparalleled 
speed and ease in ironing. 

The column on the left outlines 
one of the most aggressive national 
advertising and localized promo- 





TOASTERS - 





tion campaigns ever put behind an 
automatic electric iron! The maga- 
zines, alone, will carry 23,972,612 
messages to housewives that the 
Proctor is TEST-PROVED 60% 
FASTER and far easier to use than 
90% of irons now in use. You earn 
substantially more profit per unit 
sale on the Proctor! Your servicing 
problems are eliminated! And all 
the advertising will point out that 
we will allow $1.00 for every old 
iron traded in through your store! 

Proctor product, profit and pro- 
motion present a genuine oppor- 
tunity for alert merchandisers to 
capitalize on an entirely new situ- 
ation in iron merchandising. Get 
in touch with your jobber — or 
write today to Proctor & Schwartz 
Electric Company, 7th St. & Tabor 
Road, Philadelphia. 





$8.95 RETAIL 
(Less $1 trade-in allowance) 
Other Proctor Automatics as low as $5.95 


4 TRADE-IN 


Our advertising will tell your 
customers that we will allow $1 
for their old irons when traded 
in through your store for a new 
Proctor Snap-stand Speed Iron. 























WAFFLER S 





PAGE 51 


























“Let es Gol!” 
aA : 
Nitroghycerin was discovered by Sobero 
in 1846. Ont of tt, the first Dynamite 
was made by Alfred Nobel in 1867 


(an Powder was in ase in 800 A.D 
» ~ 


“~~ ES a 


ITHOUT the discovery of explosives 
as outlined above, such projects as 
the Panama Canal and Boulder Dam could 


not have been achieved. 


Without the discovery of Chromel in 1906 
by A. L. Marsh, the electric heating device 
industry would be virtually non-existent. 
Electric heat itself was known before 1800, 
but it remained just a scientific fact, until 
it was made available for home and industry 
through heating-elements made of Chromel. 
Thus, the invention of this alloy of nickel 


and chromium has been a basic contribu- 

































tion toward convenience in the home, im- 
provement of manufactured products, the 
creation of another industry, new and profit- 
able revenue for the power companies and 
electrical dealers. 


Research that never stops has so im- 
proved the durability of Chromel that our 
nationally known customers prefer it, and 
entrust their priceless trade-names to it, as 
the heart of their product. You merely 
confirm their good judqment when you 
sell devices that are Chromel equipped. 


HOSKINS MANUFACTURING CO., DETROIT, MICHIGAN 
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Hankscraft 
Bottle Warmer 


Hankscraft Co 
1011 E. Main St., Madison, Wis. 

Model: No. 770 Baby Bunny bottle 
warmer. 

Description: Heats milk for baby to 
correct feeding temperature and shuts 
off automatically; Hankscraft liquid 
conductor heater principles; no hot 
wire coils to burn out; designed to re- 
semble a real bunny; soft baby colors 
decorate white porcelain body. 

Price: $3.95.—Electrical Merchandising, 
March, 1935. 

v 





Bradley&Hubbard Lamp 


The Bradley 3 Hubbard Mfg. Co., 
Meriden, Conn. 
Model: L-631 Georgian table lamp. 
Description: Available in three finishes 
brushed silver, eggshell silk shade, 
blue trim; antique English brass, gold 
silk shade, bold trim; Bone white and 
gold, eggshell silk shade, gold trim. 
18, in. high; shade 10x13 in.— 
Electrical Merchandising, March, 
1935. 
v 


Hotpoint Displays 
General Electric Co., 
Merchandising Dept., 

Bridgeport, Conn. 
Description: New, compact iron counter 
display, in 4 colors free with each 
initial purchase of 6 Moderne irons; 
space for 2 irons provided; arrows 
point to exclusive features and 
streamline design. 

Heating pad 4-color counter dis- 
play occupies minimum amount ot 
space; consists of smartly rolled and 
packaged pads in printed cellophane ; 
free with each carton of 6 pads. 
Electrical Merchandising, March, 
1935. 
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Eagle lron Element 


Eagle Electric Mfg. Co., Inc., 
59 Hall St., Brooklyn, N. Y. 

Device: Copper clad element for 5 and 
6 Ib. irons. 

Description: Special construction pro 
tects Mica and gives longer life to 
element; gives rigidity and prevents 
buckling.—Electrical Merchandising, 
March, 1935. 
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yee Alone Uses CARRENE .. - A Liquid, Not a 
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FOR 16 YEARS A FEATURE OF THE 


HAMILTON BEACH 


All the experience gained in 16 years of building beating-sweeping-suction cleaners is embodied in the New 


Hamilton Beach. And with the Hamilton Beach line you can build your re-sale plan to fit your own particular 
set-up. The No. 10 Model, a really deluxe cleaner, carries an unusually liberal margin for sales promotion. 
The No. 8 Model is a quality cleaner at a low price that makes profitable over-the-counter sales. The Hand 
Cleaner enables you to make two sales to one customer—or can be offered free in exchange for an old 
cleaner taken in trade on a No. 10 sale. These three cleaners meet every requirement for any type of 

merchandising plan you use. 


MORE EXTENSIVE NATIONAL ADVERTISING 


We are advertising the outstanding selling features of Hamilton Beach cleaners in leading maga- 
zines. Good Housekeeping, The Saturday Evening Post, American Magazine, Better Homes and 
Gardens and American Home will carry the Hamilton Beach story to your customers. Tell them 

where to buy through local newspaper advertising and window displays in your store. We 
furnish dealers with display material, folders and newspaper mats — free of charge. 


OUR POLICY PROTECTS YOUR PROFIT 


Hamilton Beach cleaners are sold thropgh Wholesaler and Retailer. Vicious price cut- 
ting is eliminated. Every dealer has the same opportunity to make profitable sales. 
See these new cleaners now! Get behind this -quality line that offers you effective 
re-sale helps and a liberal profit protected by a clean-cut policy. 


Order from your Wholesaler 
HAMILTON BEACH COMPANY, Racine, Wis. 


NO. 10 MODEL 


Allows a bigger margin for sales promotion and profit than ever before offered on a quality 
cleaner retailing for the modest price of $57.50. Its 2-speed motor . . . low speed for ordi- 
nary cleaning — high speed for unusually difficult cleaning . . . and other improvements 
make the No. 10 a fast seller. It is exceptionally easy to handle and operate — has striking 
style and beauty. Cleans with beating-sweeping-suction action. 


NO. 8 MODEL 


An outstanding value in the low price field. A full size motor-driven beating- 
sweeping brush cleaner with unusually strong suction. It is light in weight—easy 
to operate or carry. Hamilton Beach quality throughout. Retails for the amaz- 
ingly low price of $34.75 — yet carries a liberal margin for profit. The No. 8 
has proved to be a big seller in its price class. 


HAND CLEANER 


Powerful suction. Carefully balanced for easy operation. Improved moth- 
preventive method approved by Good Housekeeping Institute. An es- 
tablished Hamilton Beach sales success. Retails at $13.50. Attachments 
$3.00 











NEW . 
No.lO0Model % 
75750 


ATTACHMENTS 
NEW 
No.8 Model 


13475 


ATTACHMENTS 


$6 2° 


HAMILTON BEACH 
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“‘TRIPLE-ACTION’ CLEANING =k... 


ew Products 








‘Lionel Streamline Train 


The Lionel Corp., 
15 E. 26th St., New York City. 


Device: Toy train; reproduced to scale, 


1/45th actual size of Union Pacific's 
“Train of Tomorrow.” 


Description: 46 in. long; consists of 3 


cars with novel illumination; first 
car, No. 752E, combination engine 
and railroad post office, baggage car 
doors; second car, 753, long coach 
with 32 windows, 2 doors; third, 754, 
combination buffet and coach taper- 
ing at end with tiny colored warning 
lights; powered by specially built 
“Distant Control” motor with double 
reduction gearing; furnished with 16 
sections of curved, 2 sections of 
straight and 2 sections of insulated 
straight Model Makers track; yellow 
and brown, or aluminum finish. 


Price: $19.50.—Electrical Merchandis- 


ing, March, 1935. 





Henry C. Forster Co., 
812 Orleans St., Chicago, Iil., 
Distributor. 


Device: Combination oven with 2 top 


surface units for surface cooking. 


Description: Bakes, broils, toasts; oven 


10x10x15; preheats in 15 minutes; 
equipped with baffle plate, broiler 
pan, and rack; heat indicator in 
door ; 400 and 1550 waft surface unit; 
total wattage 1650; double pole 
switches; operates on 110 volt a.c. or 
d.c.; overall dimensions 12x17x17 
in.; weighs 30 lbs.—Electrical Mer- 
chandising, March, 1935. 





Sorb Deodorizer 


__ Sorb Products Co., 
15 Laight St., New York City. 


Device: Non-corrosive, metallic cylin- 


drical grille; 44% in. long, 1% in. 
diam.; absorbs and neutralizes odors 
of strongly flavored foods contained in 
refrigerators. 


Price: 60 cents.—Electrical Merchandis- 


ing, March, 1935. 
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GIFT SHOP 


brings in 


WOMEN 


O attract women to its store, 

Paul Price’s Michigan Radio 
Shop, Benton Harbor, Mich., recent- 
ly added a gift department and is 
now getting a type of floor traffic they 
ordinarily would have missed. One 
half of the store is devoted to the sale 
of glassware, pottery and small gifts 
while the other half is used to display 
washers, ironers, radios and refrigera- 
tors (all General Electric). 

“We get a heavier store traffic sell- 
ing small gifts,” Mr. Price said ; “and 
once the women are in the store they 
can’t turn around without falling 
over a washing machine or a refrig- 
erator. We find the gift shop has 
made a big difference in our sales. We 
have something special to offer the 
women’ now. Other merchants run 
specialties and there is no reason why 
an electrical dealer can’t. We have 
something to offer on Dollar Days and 
during shopping events now. 

“The gift department supports it- 
self by its own sales in addition to act- 
ing as a feeder to appliance sales. It 
earns its own way. We have been for- 
tunate in getting both local, tourist, 
and resort trade, and if they come in- 
to the store to buy gifts—they do, in 
the summer time—they also become 
prospects for appliance sales.” 

Mr. Price has been in the same lo- 
cation 10 years and has been in the 
business even longer. Originally he 





Gifts Make Traffic 


was exclusively a radio dealer but 
has become a General Electric store 
in recent years, 

Mr. Price maintains a service de- 
partment 12 months in the year. He 
sends out cards to all appliance users 
and checks with them every once in 
a while, finding that if users can get 
good service they will often provide 
prospect names. When his service di- 
vision finds business a bit dull they 
occasionally make a lot of good will 
calls for nothing, dropping in on users 
at random and offering to check over 
their appliances. 

Last spring a free two-day cam- 
paign to check up on condition of 
appliances was advertised and the re- 
sponse was so heavy the service men 
had to start two days ahead of time 
to handle the more than 400 calls 
which were received. Much radio 
tube business resulted from that cam- 
paign, Mr. Price reports. : 

_His wife and daughter manage the 
gift shop, leaving appliance sales to 
ies outside salesmen beside Mr. 

rice, 
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CESS! 


and HOW! 
The NEWGIBSON 


MAGIC Ai2c3 Sheol 
IS CLICKING! 





' 


*79:50 .. 5954-50 


with only five models GIBSON 
covers the VOLUME FIELD 


From coast to coast the enthusiasm of the Gibson Dealer 
Organization is up to a fever pitch. The excitement runs 
high, and dealer acceptance for the 1935 models is such 
that orders are pouring in with every mail and new dis- 


tributing outlets being made every day. 


The GIBSON 1935 models are an unqualified success. GIBSON 


FEATURES 
public so favorably that Distributors and Dealers in the i Maite § 


shelf 


GIBSON Style, Features and Prices have impressed the 


Refrigeration Industry have been quick to realize the 
brilliant opportunities for profit which GIBSON offers 


them this year. 
ONLY GIBSON HAS THE MAGIC 
FREEZ’R SHELF, the new, faster freezing 
and more efficient type of “evaporator”. 


Write today for information. 


GIBSON 


ELECTRIC REFRIGERATOR CORPORATION 
Greenville, Michigan 
General Sales Office: 


201 North Wells Building, 
Chicago, Illinois. 


Eastern Division Office: 
33 W. 42nd Street, 
New York, N. Y. 


Home Office & Factory 
Greenville, Michigan. 
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/ron Horse 


Any product that is better is always easier to sell. 
The new ¥g H.P. IRON HORSE is a better gaso- 
line engine for washing machines and other power 
appliances—because of these. facts: 


l. Better appearance—modern design. 
2. Less vibration—runs smoothly. 

3. Weighs less—only 32 pounds. 

4. More compact. 

5. Quieter in operation. 

6. Runs steadily—positive governing. 
. Nation-wide service. 

8. Precision of manufacture. 

9. Quality materials—the finest. 

10. Sales appeal beyond a doubt. 


DISTRIBUTORS - DEALERS: Ask the manu- 
facturer of your line to equip his product with 
the IRON HORSE. It has genuine sales appeal — 
in appearance and operation. 


Johnson engineers, with years of experience in 
the manufacture, design and operation of small 
| gasoline engines are available to manufacturers 


who may wish to adapt the IRON HORSE to 
their products. 





Write for literature and com plete Specifications. 


Johnson Motor Company 


IRON HORSE Division 
1810 Pershing Road, Waukegan, Ill. 


Canadian Jobuson Motor Co., Lid., Peterboro, Canada. 
BUILDERS OF WORLD FAMOUS “SEA-HORSE” OUTBOARD MOTORS 
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The Argument Laundries Cannot Meet 





laundry work had been limited to 
$1.00 per week; nothing more could 
be spent, and all the washing which 
this dollar could not cover had to be 
done at home. Even in homes which 
might be able to spend $2.00, many 
women would be apt to keep down 
the expenditure to this minimum by 
doing the easiest things at home, par- 
ticularly if the family was large or 
included an infant. Because of this, 
the fairest assuption is to cut down 
the time which the 1932 study showed 
the average woman spent at this work 
—perhaps to cut it in half. On this 
basis, the comparison works out as 
shown in the accompanying tables. 





Weekly cost of laundry service 
in average family of five persons 
which uses commercial laundry 
and does part of washing and 
ironing at home. 


1935 1932 

Leundry Cast ..cccccccccecs $2.00 $1.75 
Extra Wear and Tear (Depre- 

ciation) in clothes......... 38 38 


6% interest on $10 invest- 
ment in hand iron ad other 
CIEE occ ccnp ceeseress 1 1 


10% depreciation on above... .02 02 


Cost of washing without ma- 


chinery— 
Soap, hot water, etc........ 065 13 
Cost for ironing: current..... O55 .11 


Time spent washing, about... 3%, 614 





From these tables it is evident: 

I. That in 1932 the home laun- 
dry saved $1.58 each week in addition 
to cutting down the time spent in the 
laundry three-quarters of an hour. 

II. That in 1935, even if we sub- 
stitute the new Budget System and 
cut the time spent in supplemental 
washing at home in half, there would 
be a saving of $1.71 each week in the 
two and seven-eighths hours longer 
which I estimate would be spent by 
doing all the work at home. 

IIl. That in the rare case where a 
family might get all its work done for 
$2.30 for 23 ponds on the new Bud- 
get System, there would be a saving 
of $1.86 each week in the four to six 
hours which this work would require 
in the home laundry. If we compare 
the cost of doing the entire washing 
and ironing in the modern home laun- 
dry with the cost of having the laun- 
dry do a Thrift Bundle for $1.41, the 
time spent ironing at home averages 
in a family of five persons about 6% 
hours because the Thrift Bundle, 
which delivers only the flat work iron- 
ed, requires much more at home than 
the finished Budget Bundle. This es- 
timate for the time presupposes no 
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other equipment than an electric iron; 
if the housewife cuts down the time 
by using on ironer, her costs in money 
would have to be further increased 
by almost as much as the cost for 
doing the whole thing at home. The 
cash saving of the home laundry 
against the charge for the Thrift 
Bundle is $1.11 per week. 

Only a very conservative estimate 
of the extra wear and tear on the 
family wash is included in these tables. 
The sum of .38 cents per week was 
based upon the assumption that the 
value of the average batch of wash 
was well over $.50 and that the flat 
work, (which is given the most severe 
treatment by the laundries), depreci- 
ated 50% per year, while the body 
wash depreciated 10% per year, in 
excess of washes which were done at 
home. The basic data for this estimate 
came from 500 answers to question- 
naires; the figures as to depreciation 
came from my own experience as well 
as a controlled experiment over a per- 
iod of six months. In this experiment 
three identical bundles of “laundry ~ 
were purchased new. The first was 
carefully wrapped up and put away to 
be used for control purposes. The 
other two were used normally, but 
each piece was tagged so that one set 
could be, washed regularly at home, 
and the other set sent regularly to a 
laundry. At the end of six months, all 
three bundles were tested for tensile 
strength, color, shrinkage, loss, etc. 
On the basis of this test, it was evi- 
dent that the flat work being sent to 
the laundry was going to pieces twice 
as fast as that being washed at home, 
while the other items were depreciat- 
ing more slowly. This slower rate of 
depreciation, however, did not apply 
to the blankets and to the lingerie 
which depreciated even faster than 
did the flat work. The blankets faded, 
became wadded in an unlovely man- 
ner, and shrank astonishingly. The 
lingerie went to pieces after a few 
trips to the laundry—some disappeared 
completely. 

Assuming the average wash to re- 
present an investment of between $50 
and $60, the figure of 38 cents used 
to cover this extra wear and tear, 
is a very small one; it certainly does 
not represent adequately the feelings 
which are aroused every time a laun- 
dry loses or tears to pieces something 
for which the owner has the ordinary 
feelings of pride of possession. 

In addition there is the fact that the 
average family which uses a laundry 
has to have more invested in linens 
and wash clothing than the family 
which washes at home. When the 
wash goes regularly to laundry it 
takes a larger investment than when 
washed at home, simply because the 
housewife can and often does wash 
oftener, and further, when the clothes 
are away for many days, it takes more 
to go around. 

So I conclude that in spite of the 
new Budget System, and the widely 
advertised Thrift Service, the situa- 
tion has not changed much since 1932 ; 
the home laundry is still vastly more 
oe than the commercial laun- 

ry. 
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the New 
NESCO AUTOMATIC 
ELECTRIC ROASTER 





COOKING APPLIANCES 
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NESCO NESCO ROASTER NESCO 3-PIECE NESCO §-PIECE NESCO NESCO ELECTRIC NESCO NESCO 
AU AT non-automatic) Cc AN SET CA L CASSEROLE 
\ ROASTER Colonial Roaster AND BAKE RACK RS-95 MCING HANOLE TS SEN Chromium Plated Colonial Model 
Te RA% RASS R-95 R3-9% «R395 Use le any Roaster R2-% R295 RT-56 8.45 8-50 


NATIONAL ENAMELING AND STAMPING COMPANY 


Southwestern Representative: George E. Anderson, i Offi ° a= H jg. Southeastern Representative: Wm. E. Hopper, 
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Wringer Roll Gear Action 
By E. P. Waldo 


Wringer roll gearing seems to puz- 
zle many repairmen. It is not compli- 
cated, many manufacturers using es- 
sentially the system diagrammed. 

Note first in figure 1 that the gears 
G and GI are not coupled or keyed 
to the shaft S in any manner. They 
merely rotate on the shaft, each in its 
own direction. The clutch C is gen- 
erally keyed to the shaft S by a long 
key in such a manner that clutch C 
can slide either way along shaft S and 
still remain coupled to S. 

The handle (not illustrated) that 
throws the wringer rolls into action 
ends in a yoke (not shown) which 
fits loosely into the clutch groove 
marked X. Thus when the wringer 
control handle is in neutral it holds 
the clutch in the position in which 
it is drawn in figure 1. If the handle 
is moved in either direction from this 
neutral position it slides the clutch 
C until the facings A and B engage, 
transfering the motion of direction 
of the particular gear G or Gl en- 
gaged to the clutch C, through its key 
to the shaft S and thence to the 
wringer rolls. 

If the facings A and B on the clutch 
and gears are worn as shown in figure 
3 the clutch C will be forced away 
from the gear and the wringer roll 
will stop turning. In repairing a wring- 
er that won't stay engaged examine 





“~ Arrow 
Show hirectior 
of fur 


FIG.1 


Showing new -good Showing exagerated 
shoulder surfaces of A+B wear at A+B 
ne + ie /2 
FIG.2 FIG.3 


gear and clutch facings A and B for 
wear as-by merely replacing the clutch 
C it is obvious a good job could not be 
done. A temporary repair job may be 
made by squaring up faces A and B 
until they look like figure 2 in any 
manner which suggests itself. Even- 
tually, new gears and clutch should 
be installed, of course, if the type of 
wear indicated is found. 


é 
Heating Pad Repair 
By H. A. Everest 


When replacing the wires from the 
switch to a heating pad unit cut three 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


By W. W. MacDonald 


Service Editer 


single wires 6 inches longer than the 
old ones and make them up into single 
conductors by braiding. 

The replacement wires will outlast 
two ordinary sets because the bend- 
ing motion now produces a twist rath- 
er than a sharp bend in the wire, re- 
ducing wear. 


Cleaning of Refrigerator Con- 
denser Aids Sales Department, 
Consumer 


By G. E. Montgomery 


The refrigerators sold last year can 
be either an asset or a liability to the 
dealer who placed them. One way 
to make sure that they are an asset 
is to have the repair department make 
periodic calls on their users, render- 
ing some slight technical service and 
at the same time endeavoring to se- 
cure sales leads. 

It is necessary to have a good ex- 
cuse for calling. This, I suggest, may 
be inspection of the unit, removal of 
dust and lint (especially from the con- 
denser) and oiling of motor and com- 
pressor. 

To secure economical and proper 
operation of any electric refrigera- 
tor the condenser should be clear and 
clean of dust. When air is drawn 
through the condenser dust will nat- 
urally accumulate between the fins, 
which clogs and ‘insulates the con- 
denser, impeding air circulation. The 
failure of proper circulation eventu- 
ally results in lack of condensation, ex- 
cessive light bills and eventually even 
an expensive emergency service call. 
Thus cleaning of the condenser is 


sufficiently beneficial to the consumer 
to secure prompt admittance to the 
home. 

Now, with respect to the actual 
cleaning operation: The writer has 
found the best method to be the use 
of a bristles twisted-in-wire brush hav- 
ing a wire handle about 8 inches long. 
The brush itself should have medium 
bristles about 2 inches in diameter by 
4 inches long. This type will be found 
very effective and is easy to carry. 

Another advantage of the check-up 
procedure suggested is the fact that 
it will permit the dealer to profitably 
employ his servicemen during that 
period of the year in which calls do 
not. come in with the rapidity experi- 
enced during the first warm days of 
the season. 


Squeaky Wringer Cure 
By Ralph Everett 


If a squeaky wringer is traced to 





SECTION 


the point where wooden bearings con- 
tact the roller shafts apply a drip of 
wax from a lighted candle. Wax may 
be used as a lubricant for this pur- 
pose and has the advantage that it 
does not spread like oil, which some- 
times creeps over the rubber, doing it 
no good and eventually getting onto 
the clothes. 


Check List of Common Motor 
Troubles 


By William Toth 


Designed primarily to cover com- 
mon washer, sweeper and refrigerator 
motor troubles, the following check 
list will nevertheless apply to motors 
used for other appliance applications. 

Troubles encountered chiefly in the 
three appliances noted above are 
marked for quick check, the appliance 
referred to being listed in parenthesis 
following the statement of the fault. 


Motor Won't Start 

Brushes worn out 

Brushes making poor contact 

Brushes held off commutator 

Brush holder worn or loose 

Brush set in wrong position 

Circuit open . . . cord, plug or re- 
ceptacle 

Circuit open . . . overload device or 
fuse (Sweeper) (Refrigerator) 

Circuit open . . . temperature control 
unit (Refrigerator) 

Circuit open ... internal motor con- 
nections 

Voltage low 

Voltage not correct for line supply 

Frequency incorrect 

Capacitor disconnected or loose (Re- 
frigerator) 

Capacitor open, shorted, grounded (Re- 
frigerator) 

Armature short circuited 

Bearings badly worn or loose or both 

Temperature control out of order (Re- 
frigerator) 

Compressor stalled (Refrigerator) 

Gears intérmeshed (Washer) 

Suction vane stuck (Sweeper) 


Noise (squeaks, growls, rumbles) 
Bearings worn 
Air gap uneven 
Shaft end play excessive 
Brush holder loose 
Brush holder drags commutator 
Starter governor weights rattle 
Motor mountings loose 





Motor Fuse Guide 


H.P. 110 a.c. 115 d.c. 
1/10 5 amp. 5 amp. 
1/8 5 5 

1/6 6 6 

1/5 6 6 

1/4 8 6 

1/3 8 6 

1/2 10 8 

3/4 15 

] 20 


220 a.c. 230 d.c. 32 d.c. 
2 amp 2 amp. 8 amp. 
2 2 8 
3 3 10 
3 3 12 
4 3 15 
4 3 20 
6 4 30 
8 

10 
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Motor frame touching other parts 
Connections placed wrong 
Voltage too high 

Stator shorted 


Motor Overheats 
Voltage too low or too high 
Overload, parts bind or stick 
Oil low, poor grade or dirty 
Belt too tight 
Motor not aligned with compressor 
(Refrigerator) 
Motor not aligned with pulley 
(Washer) 
Stator windings shorted 
Stator windings grounded 
Field winding shorted 


Motor Stalls 
Bearings need oil 
Connections loose or broken 
Brush contact poor 
Armature shorted or grounded 


Speed Won't Come Up to Normal 

Voltage low 

Connections loose 

Connections placed wrong 

Overload, parts bind or stick 

Frequency incorrect 

Brushes worn or broken 

Brushes making poor contact 

Brushes wrong grade 

Brush holder set in wrong position 

Starter governor not working 

Commutator dirty or rough 

Bearings worn 

Armature rubbing on poles 

Armature shorted or open circuited 

Armature air gap uneven 

Capacitor disconnected or loose (Re- 
frigerator ) 

Capacitor open, shorted or grounded 
(Refrigerator) 

Shunt field open (D.C. motor) 


Fuse Blows or Overload Trips 
Overload, parts bind or stick (Re- 
frigerator) 
Bearings lack oil, tight 
Voltage low 
Frequency incorrect 
Starter governor not working 
Brush holder set in wrong position 
Stator windings grounded or shorted 
Armature grounded, shorted or open 
Field winding shorted 


Hum 
Bearings worn 
Connections loose or worn 
Starter governor not working 
Stator windings shorted or grounded 


Speed Too High 
Brush holder set in wrong position 
Field windings short circuited 
Line voltage too high 


Pump Motor Trouble 


By Charles H. Church 


A short time ago I was called out 
to a rural home which reported fail- 
ure of a pump driven by a 4% h.p. 
motor. The trouble was difficult to 
find, as it was actually no fault of 





the pump motor but a break in wir- 


ing. I pass it along with the hope instant public acceptance, why the Seas eee ed dealle of the Herpoiat seftigerstor 
that it may help others to whom a e° franchise. .-- NO — 
similar failure is reported. mS . 

Upon checking the installation I » ‘ae a 


found that while the % h.p. pump 
motor would not operate lights on 
both sides of the 110/220 circuit were 
illuminated. Test from all fuses to 
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of the wired houses in America already 
have one or more Hotpoint appliances 


a 


ate 


WON INSTANT PUBLIC ACCEPTANCE AND 
HAVE BECOME A DEMAND ARTICLE! 


| ae for generations have known 


the name “Hotpoint.” 42% of the 


wired homes in Amer‘ca already have 
one or more Hotpoint electric appli- 
ances. Millions of users know that Hot- 
point appliances are thoroughly depend- 


able, serviceable and economical. When 


ask for Hotpoint. That's why the new 


Hotpoint electric refrigerator won 








demand for it increased 1934 sales 
347% over 1933, why Hotpoint produc- 
tion schedules for 1935 have been 
quadrupled. The 1935 Hotpoint line 
includes a complete selection of models 


in every price range. Hotpoint Dealers 


‘Ad ne will have the backing of powerful 
they are in the market for electric refrig- _ national magazine advertising. Get the 
‘ 
+% 
6 we} erators it is natural for many of them to complete facts! Mail the coupon today. 





i isi Specialty Appliance 
frigerator Division. —_ pe neo 


int Re 4 , 
Newpe Section EM3, Nel 





Address 


== 
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THUNDERING DOWN THE TRACK' 
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The Next Big 
Specialty Opportunity ! 


-A call to big-time specialty-merchandisers—to cash 
in on today’s opportunity in automatic coal heat 


COMBUSTIONEER offers you the ideal set-up. A line of 
Automatic Coal Burners retailing at $300 up—enough 
to be worth going after. A b-i-g margin; a l-o-n-g 
profit—something left for you after you've paid com- 
missions. The market is 3 out of every 5 homes—plus 
an even greater proportion of business institutions. A 
nationally advertised product that is completely auto- 
matic—with the eye-value, the sales appeal, the highest 
quality, the best name in the field. We know you 
snicker at the words—‘‘pays for itself out of what 
it saves." But COMBUSTIONEER actually does 
that—cuts fuel bills as much as two-thirds—this with 
more comfort 


We have a proposition for men like you . . . one that 
will open your eyes. One that Jooks like money and 
means money. It's as big as you make it. . . as big as 
you are. Just say ‘Prove it’’ and we will. Write, 
wire, or telephone— 


COMBUSTIONEER, INC., Springfield, Ohio 
Makers of 


COMBUSTIONEER 


FURNASTOKER 


The automatic coal burner with the breathing fuel bed 


COMBUSTIONEER, INC., 
Springfield, Ohio 
Please explain your proposition 


Name of Company 
Address 
Name of Individual 


Title 


WHISTLING AT YOUR STATION! 





ground showed them to be o.k. The 
trouble was eventually found to be a 
break in one outside feed wire. Cur- 
rent fed back through a deep well 
pump located some distance from the 
house which, although it was turned 
on, was not known to be in difficulty 
as water showed normal in the glass 
gauge. (It really needed air and there 
was no pressure gauge on the tank). 

The deep well motor was a % h.p. 
affair. My trouble lamp was 110 volts 
so I did not test across the 220 ter- 
minals. Enough current apparently fed 
back through the big motor to light 
a few lights and the test lamp did 
not dim when tried at the main fuse. 


Tightening Screws 
By John Paulsen 


Screws that are frozen may be loos- 
ened with a relatively small screw- 
driver by using the edge of the tool 
ia the slot instead of the usual “busi- 
ness end.” The tool must be thin 
enough for such work, of course. Tre- 
mendous leverage is exerted by this 
method and it is possible to tighten 
screws so tight that people not “in 
the know” cannot unscrew them and 
tinker with the works. 


Heating Element Calculator 


Men who have occasion to “home- 
roll” replacement heating units in 
sizes up to 1,000 watts will be inter- 
ested in the cardboard “slide-rule” 
obtainable from the Hoskins Manu- 
facturing Company of Detroit. It tells 
at a glance the correct length and 
gauge of Chromel-A wire needed to 
rewind units for correct operation 
where thé arbor size and required 
wattage is known . . . a time-saver if 
we ever saw one. 


Cast Fixtures Made 
“Chain-Pull” 


By E. 8. Branch 


The new cast fixtures (keyless) 
can easily be made chain-pull by using 





a kitchen unit socket, rivetting an eye- 
let from a discarded pull socket in a 
hole bored in the cast fixture. 

If the socket is too low to pull 
easily raise it up with a couple of 
fibre washers and use a little vaseline 
on the chain. 


Shorts in Home Wiring 
By C. C. Haddam 


Frequently when appliance trouble 
is reported I find that the appliances 
are not at fault, grief occuring in wir- 
ing of the home, sockets or cords. In 
locating shorts it is a good idea to 
screw a large bulb of about 200 watts 
capacity into the fuse block of the 
offending circuit. Then have some- 
one watch this bulb, which will burn 
at full brilliancy so long as the short 
is present and will flicker or go out 
when the fault is found . 

If no one is on hand to watch the 
light lamps in use up in the rooms 
will dim when the short is removed. 
A small bulb may be used in the fuse 
block but in this case all bulbs must 
be removed from the circuit as there 
may be enough current flowing 
through them to keep the small test 
lamp lit even with the short removed. 
In addition the lamps upstairs would 
probably burn so dimly that it would 
be difficult to detect the short. 

In either case my first move after 
screwing the test lamp into the fuse 
block is to pull out all the lights and 
appliances which may be plugged in. 
Be sure to remove the screw part of 
all attachment plugs as these frequent- 
ly cause trouble. ‘The above test me- 
thod will isolate about 90 per cent 
of all trouble. If not, try shaking fix- 
tures. This usually shows up shorts 
unless the wires are fused solid. 

usually change defective pull 
chain sockets with the circuit alive as 
the switch is usually in the cellar and 
the fixture upstairs. After pulling the 
shell off the socket screw in a bulb 
which, besides acting as an insulator 
gives a good grip for holding the 
socket. 

Time will be saved and a better 
job done by using four instead of 
three inch outlet boxes Future shorts 
are avoided by avoiding crowding of 
splices. Additions can also be more 
easily made at a later date. And cables 
can be run much neater as most of us 
do not stock right-angle connectors. 
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WeE PAY FOR THESE 








Many of ELECTRICAL MERCHANDISING's subscribers 
who repair domestic appliances have expressed a need 
for a practical “idea exchange’. 





This new “experimental” section is our answer. 





We'd like to know how many of our readers are genu- 
inely interested. Future editorial policy will depend to a 
large extent upon reader response. 







What specific data would you like to see in coming 
issues? Tell us what you want. We will, incidentally, pay 
regular rates for all practical items accepted for publi- 
cation. They need not be literary works of art. 


Address: Service Editor, ELECTRICAL MERCHANDIS- 
ING, 330 West 42nd St., New York City. 
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MAKES and MODELS 


APEX S83, GK. (Wash.) To cure 
knock . . . Loosen nuts on agitator 
lever plate and move the plate to the 
left, then tighten nut. 


APEX S83, 84, 87. (Wash.) Slow 
spinner basket operation . . . Setscrew 
is probably loose, allowing nut to 
work on control rod. Reset the nut 
and tighten the setscrew. Same trouble 
may also cause spinner to revolve 
when dryer control is in the off pos- 
ition. 


APEX WG. (Wash.) To stop oil 
leak directly under the agitator .. . 
Remove the lock nut, clean and apply 
white lead before replacing. 


EASY, WHIRLPOOL. (Wash.) 
Wringer refuses to operate . ... Lugs 
on the wringer reverse clutch are 
probably broken and it will be nec- 
essary to replace the clutch. Wringer 
rolls do not revolve and wringer has 
clicking sound like that of stripped 
gears when clothes are put through 
the rollers . . . Replace either large 
bevel wringer gear or small reverse 
wringer gear or both in the event that 
the gears are gone. On washers made 
before 1931, wringer rolls out of line 
. . - Due to cracked wood bushings 
or wood wringer bearings. Good pol- 
icy to replace both in case one or the 
other is defective. Put graphite on 
bearing and bushing so that they are 
lubricated to make them last longer. 


SPARTON, GIBSON (first type), 
MONTGOMERY -WARD. (Re- 
frig.) Before starting any unit wheth- 
er new or merely shut down for a 
time, it is good practice to oil the seal 
oil filter pipe thoroughly with a med- 
dium viscosity high grade automobile 
oil. The following procedure will be 
found most effective: Fill the filter 
pipe to overflowing, then insert a soft 
flexible wire in the opening and work 
it up and down to break whatever air 
bubbles are present. Such bubbles will 
stop the oil from reaching the vital 
point, namely the seal facing and bear- 
ing. The filter oil pipe should be kept 
full while breaking air bubbles. After 
this has been accomplished press the 
motor shaft gently but firmly in and 
out, at the same time turning around 
slowly until the oil level in the filter 
pipe goes down. This is best accom- 
plished by taking hold of the fan end 
of the motor shaft. Again fill the pipe 
with lubricant to the top and repeat 
the process until no more oil is drawn 
down the filter pipe. Then allow the 
machine to sit three to five minutes 
before starting. This procedure in- 
sures thorough lubrication of the seal 
face and bearing. Lack of such lu- 
brication will eventually result in a 
seal leak which, in the case of units of 
these types, means the replacing of the 
entire unit. 


THOR. (Wash.) Machine does not 
operate although motor runs freely 

. Replace rubber coupling in direct 
drive between motor and washer drive. 
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Lyt oun BIG OPPORTUNITY THIS 


YEAR IS IN SELLING DELCO-HEAT”. 


1935 


“Here we are—a company with specially selling born 
and bred in us. We're gol an organization thal does a 
real job when we qite them the right merchandise to 
sell. Now along comes Delco-Heal—a natural for us. 
Why don’t we do something with i?” 


* * * 


You're right. Delco-Heat presents to appliance deal- 
ers an Opportunity none can afford to miss. Here’s a 
market less than 59% saturated, a market not bur- 
dened by overwhelming competition, a market 
practically untouched. 

Now, as a further incentive to Delco-Heat sales, 
Federal Government makes Delco-Heat eligible for 
financing under \.H.A. provisions with no down pay- 
ment and up to 3 years lo pay!—tinancing to be done 
by any local bank, building and loan association or 
finance company approved by N.H.A. 





DELCO-HEAT BOILER. Completely au- 
tomatic. entirely enclosed in a furniture- 
steel cabinet, Delco-Heat Boiler i» built. 


DELCO-HEAT OIL 
Heat Oil Burner converts hot water. steam 
or warm air heating plant to automatic oil 
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NO LONGER A CLASS MARKET 


Government's Better Housing Program makes 
practically every homeowner a prospect for Delco- 
Heat, removes it from the class to the mass market. 
And remember—all Delco-Heat products are backed 
by Delco Appliance Corporation, General Motors’ 
subsidiary, which advertises them in national maga- 
zines and local newspapers—tells millions about 
them over a national radio hook-up 


A COMPLETE LINE... NOLOST SALES 
The Delco-Heat line, complete, properly priced, pre- 
sents plus value for every heating need. Special 
literature, advertising, sales promotion assistance are 
parts of every appliance dealer's franchise. 

The opportunity is here, awaiting your accep- 
tance. Why not get full particulars? The coupon 
brings them. Mail it today. 








BURNER. Delco- 


DELCO-HEAT CONDITIONAIR. Puri- 
fies, humidifies. automatically heats and 
circulates the air to every room. providing 





feom ground up, as one harmonized unit. 
Amazingly economical. Cuts fuel ae much as 
50°; . Provides clean. constant heat all winter. 
plents of hot water the year ‘round. 


DELEO-HEAT 


A PRODUCT or GE) 


GENERAL MOTORS 


a complete line of automatic oil heating equip- 
ment for domestic and commercial applications. 


eat at amazingly low cost. Burns lowest 
domestic fuel oil. Owners report fuel savings 
up to $200. a year. All-time new low 
price opens up vast new market. 


Franchise. 


NAME. 


a complete change every 10 to 15 minutes 
In summer; it purifies the air, removes pollen, 
bacteria and circulates pure, fresh, invigor 
ating air throughout the entire house 


DELCO APPLIANCE CORPORATION 
Subsidiary of General Motors e Dept. O-213, Rochester, N. Y 
Send Delco-Heat facts, details of Appliance Dealer’: 





ADDRESS 
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@ Your prospect can see the cube capacity. 
but what he really wants to know is how fast. 

The answer to that is in the material the 
trays and grids are made of. Trays and grids 
of Aleoa Aluminum freeze fast because Alumi- 
num is a superior conductor of heat. Alumi- 
num helps the freezing unit get the heat out 
of the water, fast. 

Speed means economy. Explain to your 
prospects how the excellent heat conductivity 
that Nature put into Aluminum helps them 


get more cubes, faster, and at lower cost. 


Om 


THE FIRST DUTY or [7G rears 1S TO FREEZE 


ALCOA 
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Mrs. Prospect knows how much faster she can 
cook in Aluminum utensils. That’s because 
the heat flows in, faster. Water freezes faster in 
Aluminum because the heat flows out, faster. 

And don’t forget to mention the purity, 
and the safety of Aluminum. Remind her how 
easy it is to keep clean. 

You will be doing every prospect a favor 
and you will be helping yourself to a sale, if 
you give these simple facts on every demon- 
stration. ALUMINUM COMPANY OF AMERICA, 
1860 Gulf Building, Pittsburgh, Pa. 


FAST, 


ALUMINUM 


ECONOMICALLY | 








The Washer 
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can return to former hit-and-miss liv- 
ing. 

No real homemaker can be influ- 
enced by these tactics—in fact, the real 
salt of the earth families who prefer 
never to have their washing contamin- 
ated by contact with others, react neg- 
atively to such palaver. A cigaret com- 
pany went sour on sweets, and the 
outcome was the greatest sale of can- 
dy that had been known up until that 
time. The real merchant and sales- 
man will ignore all this hullaballoo 
and give attention to the sale of wash- 
ers. After all, anyone who is influ- 
enced by laundry promotion, can be 
made to quit that type of service any 
time a sincere salesman is powerful 
enough in his presentation to disabuse 
her mind. 

So having shoveled away the nega- 
tives, lets spend some time on high- 
spotting the essentials which an alert 
washer salesman should fasten to in 
making the most of the sales opportu- 
nity ahead in the washer field. In do- 
ing so, my admonition is to forget all 
the ciphers, the zeroes, the insane 
practises that have characterized wash- 
er promotion in the depression years. 
One needs nothing more than a return 
to the sincere, honest, straightforward, 
direct selling methods of 1926 (pro- 
viding you are selling the right prod- 
uct at the right price). This need for 
replacement creates a re-expanded 
sales opportunity that can be captured 
by the same sort of education that was 
then used; pointed, perhaps, in a 
slightly different way. The ratio of 
washer prospects per city block is now 
as great as it was in 1924—and, in 
their homes, women are waiting to 
have a salesman assist them in gen- 
erating the decision to kick that old, 
decrepit washer out of their homes. 

What must a washer salesman be- 
lieve and do to serve well and capture 
the full reward from this opportuni- 
ty? First of all, he must have faith 
that there is a real opportunity. That 
| can be found in the findings of a sur- 
| vey among nearly 25,000 women 
| which lies on my desk. Better than 21 
| percent of these women express an 
| active desire to possess a new electric 

washer in 1935. That’s a lot of wom- 
| en and their wishes are indicative of 
the mass. Based upon their desires, 
we can predict a market opportunity 
twice as large as that of any year the 
industry has so far enjoyed. So take 
heart, oh, ye of little faith! 

he next essential to successful sell- 
ing is to become allied with the right 


manufacturer. He must exhibit a ten- 











dency to get out from under the ci- 
phers of tradition and bad practise in 
the industry. He must show willing- 
ness to place emphasis upon a price 
| sufficient to provide the dealer with a 
margin large enough who in turn can 
reward the salesman with a commis- 
sion big enough to compensate for. the 
| education and effort required in out- 
side selling. Finally, this manufactur- 
er must be modern enough to realize 
that the only way to pull away from 
ridiculous price promotions, is through 
redesign of his washers so that they 
look different, possess “talkable dis- 
tinctions” and arouse feminine desire 
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to exhibit them in kitchens, rather 
than hide them away in the basement 
as a strictly utilitarian device. 

Following that, the salesman must 
be sure that he hooks up with a dealer 
of the new school of merchants who 
avoid the ciphers of past merchandis- 
ing and, in spite of merchandising 
evils in the industry, elect to organize, 
promote and merchandise on sound 
selling bases. 

With that background of faith in 
the opportunity, the manufacturer 
and dealer, any salesman who has the 
guts to place himself in front of all 
the bad practises of the industry can 
get ahead plenty fast if he emphasizes 
the following things in his procedure. 

He must adhere to the feminine 
viewpoint. The wishes and interests 
of the housewife should rule his 
thought and action. The day of the 
old nut, bolt and screw sales talk has 
gone. Women are interested in per- 
formance, in use costs, in the perform- 
ance of the product under actual wash- 
ing conditions. Few women can be in- 
terested who have not previously 
owned a washer. The washer sold 
must be better in demonstrable ways 
than the washer owned. 

Women are emotional, not logical. 
They believe through their eyes, not 
their heads. Good talk. Let them see, 
feel, manipulate and thereby come to 
know the use advantages of the new 
washer. You must prove it to be fast- 
er, cleaner, easier (in terms of opera- 
tion and wear on clothes), safer, less 
noisy, capable of washing a larger 
quantity, and more lifelasting in its 
trouble-free performance than other 
washers. Until a salesman begins to 
sell from the feminine viewpoint, and 
until he centers his argument on per- 
formance he cannot hope to sell away 
from price. 

Next, the successful washer sales- 
man must be adept in helping the pros- 
pect to discover the difference in his 
washer over others she can choose 
from. Women are now shrewd buy- 
ers. They cannot be tripped any long- 
er by price appeals. They have learned 
to compare. They select one, among 
all the washers they might buy, which 
has the most plus value of a lifelasting 
performance nature. It is necessary 
for the salesman to concentrate on 
features in which the washer he rep- 
resents is superior. Thus, feminine 
prospects become dissatisfied with 
owning anything else. 

Third essential of the successful 
salesman is that of sticking to proof, 
fact, evidence. Women have 
tooled by superlatives too much in the 
past few years. They are agnostic. 
They do not believe general claims. 
They want reliable, disinterested and 
authentic substantiation for each as- 
sertion the salesman makes, proof of 
every point is required. Breakdown 
tests, endurance tests, testimony of 
users, performance records; there are 
many evidences of a sincere nature 
that can be exhibited, from a national 
and local standpoint, to make the pros- 
pect believe the washer is superior. 
She buys lifetime performance. She is 
interested in use-costs. If a machine, 

Please turn to page 70) 





YOUR MEN needn’t 
Pass Up ANY HOME 


IF THEY SELL THE 


WHITING STOKER 


Every house in every block would be a good prospect. 
Through the invention and combination in the Whiting 
Stoker of the Dual Draft Burner, Five Speed Drive, 
Smoke-Eliminator and Masterstat Control, automatic 
heat can now be even more economical than firing a 
furnace by hand. The Whiting Stoker has proved that 
it can open up one of America’s newest, greatest mass 


markets. 


1934 was not only the stoker industry's greatest year— 
but it was a record-breaking year for Whiting too. Many 
of the most successful distributors and dealers in major 
electrical appliances have now proved that Whiting has 
the market, product, selling prices, discounts, finance 
plans, local and national advertising—and above all, 


the resources and reliability —necessary to 


capture this important market. 


Now Whiting comes into the 1935 season, 
planning for by far the biggest year of all. 
Production is on the same mass assembly 
line system that effected such economies 
in the motor car industry. And Whiting 


Stokers are at their selling peak when your 





other big lines are slowest. Aggressive distrib- 
utors and dealers—experienced in any line of 
major household equipment specialty selling— 
are invited to investigate this outstanding suc- 


cess. 
the facts. 


The coupon below will bring you all 


Watch For The New Whiting Merchandising Plan 





Now Automatic Heat Can be less ex- 

pensive than even the handfired fur- 

nace. With the Whiting Stoker, every 
home is now a prospect. 
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Where Oil Burners are in use, the 
Whiting salesman can replace them 


with a safer, 


more economical and 


dependable form of automatic heat. 


\ 


/ Whiting Corporation is 


one of the world’s old- 
est and largest manu- 
facturers of solid fuel 
burning equipment. For 
over 50 years Whiting 
has saved the nation's 
largest industries and 
utilities millions in 
fuel costs. 
\ A 








Where Gas is used for heating, the 

savings which can be made re- 

placement with 2 ' Stoker is 
still more substantial. 






YOUR NEXT 
Great Market! 


Underfeed Stoker Division, WHITING COR- 
PORATION, 15606 Halsted St., Harvey, Ill. 
We are dealers san ek eae se 

distributors.......... im .... on 
Send the facts regarding the Whiting Scoker. 
Address ... 








PAGE 63 














It costs you no more fo 
specify “Nichrome” V 


—then you have the ut- 
most in quality in the 
heating elements . 
the appliance SELLS 
and STAYS sold. 







“Nichrome 
Five 
Keeps 
Heaters 
Alive!” 


DRIVER-HARRIS COMPANY 


Harrison, N. J. 





* Trade Mark Reg. U.S. Pat. Off. 
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he New Wagner Styled! Fan 


ULTRA -QUIET BEAUTIFUL 


a | ||| 
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“A thing of beauty 
is a joy forever.”—Keats. 


ERE is a thing of beauty! A styled fan, designed to harmonize with 
the finest living-room appointments | 





Without introducing a single exotic metal 
stamping or incongruous casting, without 
clashing in any way with time-honored 
conceptions of symmetry, Wagner design- 
engineers have succeeded in reshapin 
vard and bese to effect a new styled 
i destined to meet public favor in 1935. 


Because of the specially-designed blades 
and motor, the fan is ultra-quiet . . . the 


ideal fan for lecture halls, mortuaries, 
reading-rooms, churches, class rooms, 
hospitals . . . and, of course, for private 
bedrooms. 

Blades are of aluminum, treated and 
enameled; base is die-cast, enamel fin- 
ished in ebony black and silver gray; 
guard is of heavy steel wire, finished in 
silver gray. 


Wagner fans offer an unusually complete and attractive line 
for the dealer who recognizes the sales possibilities of fans. 
The Wagner Ultra-Quiet Styled fan means additional fan 
sales for you. Write for Bulletin 178, prices, discounts, etc. 


Fiss-1 


Wasner Electric Grporation 


6400 Plymouth Avenue, Saint Louis, U.S. A. 


MOTORS 
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Price is Chains Best Argument 


Prices: Sears sell washing machines 
as low as $34 and Wards catalog 
one for $33.95. With electric refrig- 
erators Wards quote $82.50 for a 
4 cu.ft. box, ironers for $37.95, va- 
cuum cleaners as low as $18.95. 

Undoubtedly prices form the stone 
wall against which many independents 
bump their heads. On analysis of the 
situation the price advantage is not 
so strategic as it might seem. Sears 
and Ward are committed to the price 
fetish as a hangover from old mail 
order days, when they needed a cut 
to offset postage costs. By buying in 
quantities the mail order competition 
does not enjoy more than a 4 to 5 
per cent saving over common methods 
of distribution. Even if they own the 
factory and can eliminate a manu- 
facturer’s profit, that doesn’t give 
them more than 5 per cent additional. 
Let us say they have a 10 per cent 
advantage over the independent. 

That means that $34 washers are 
priced to the quick. The sale of a 
lot of them is almost swapping dollars. 
It is simply offering bait merchandise 
without the talent to trade up cus- 
tomers to more profitable levels. Fur- 
thermore, the pull of pure price appeal 
is diminishing. An executive in a de- 
partment store that depends entirely 
on price declared in February that as a 
deciding factor it has declined from 
50 to 45 per cent. Two years ago 
it was 70 per cent of a deal. 

“It takes something more than price 
to sell an appliance,” Denzle Mer- 
rick, crack outside man for Common- 
wealth Edison Co. recently declared. 
“How can I move a $9 heating pad 
when a woman has a 50 cent hot 
water bettle that will do the job— 
or can get one? I tell you these things 
won't sell themselves. 

Independent Comparison: The 
smart dealer will never try to meet 
the price situation. He knows that 
while price may decide the sale of 
staples, electric specialties have many 
arguments. “I tell them,” says Harry 
Peterson of Wisconsin Dells, “Sure it 
may be a good price but who’s going 
to service it? Here I am on the 
ground floor, ready to keep an ap- 
pliance going.” 

Service: No one is asleep at the 
switch on the service angle at Wards 
and Sears. In their 85 “A” stores 
elaborate. departments have been set 
up, splitting up cities in territories in 
which each man handles an average 
of 11 jobs a day. The service men 
catch assignments by telephone, drive 
own Cars, wear no uniforms, and are 
paid a flat salary. Chief value of the 
service department, it has been found, 
lies in pre-testing appliances before 
delivery, a system which all retailers 
might follow. 

Independent Comparison: Through 
personal contacts, throught ability to 
repair all brands of appliances, the 
independent dealer is in a much su- 
perior position to the mail oder com- 
petition. He can use his department 
as a lead getter—something much more 
dificult in a far flung organization. 
He can supervise his men, also hard 
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for the chain to do. Finally, it should 
be remembered that 784 stores of Sears 
and Wards do not have the service 
setup that the “A” branches do. 


Where Chains Can't 
Touch Dealers 


In a number of ways the indepen- 
dent dealer has a clear advantage over 
the mail order competition. 

Community Interest. The indepen- 
dent dealer should never forget that 
he has the good will of the commun- 
ity, something the mail order chain 
lacks. In the Tri-City Hardware 
Store, La Salle, IIL, a salesman last 
summer saw a truck delivering a Sears 
washer to an oil man’s home. “When 
he comes in here to sell oil next time, 
I'll tell him to get his business from 
Sears or Wards,” he remarked. 

In a nutshell he revealed the “you 
scratch my back and I'll scratch 
yours,” philosophy. People in towns of 
25,000 and under are largely inter- 
dependent. They must play ball to 
stay in business. The 65,000 employes 
of the two mail order firms are not 
sufficient to overcome this feeling. 

Quite different from the catalog 
days is the present mail order chain 
situation. Although years of selling 
has given Sears and Ward rural com- 
munity prestige, in their new chain 
venture their contact is largely with 
townspeople. The sweeping growth 
has not been a transfer of catalog 
business to chain stores, but represents 
gains made at independent and other 
chain store expense. Note the Ward 
shift as reported by Fortune Maga- 
zine: 

Bus. volume Bus. volume 
from catalog from stores 

1928 $156,000,000 $58,100,000 

1929 150,800,000 116,500,000 

1930 111,800,000 130,400,000 

1931 86,500,000 113,900,000 

1932 58,600,000 107,900,000 

1933 78,000,000 109,800,000 

1934 106,000,000 144,000,000 
Obviously as the mail order store 
gets more of its volume from towns- 
people, it falls more and more under 
the influence of inter-business politics. 

Local activities: George Lee of 
Mason City, IIl., who has operated 
both as a chain store man and as an 
independent, has this to say for the 
independent: “You have no idea of 
the importance of belonging to local 
organizations. Here in Mason City 
a talk in church may bring me some 
business. I profit by buying butter 
from the right farmer. I can get out 
and shake hands with the public, join 
this and that activity. All these things 
a chain store manager cannot do, here 
today and gone tomorrow, bound as 
he is by orders from above, and tied 
up with merchandise that he did not 
select.” 

Personnel: R. N. Joyce, veteran 
partner of Hinkle & Joyce, pioneer 
hardware wholesalers of Lincoln, Ne- 
braska, tells the following: “When 
a mail order branch was first opened 
in Lincoln, Nebraska, local merchants 
were much alarmed. I found an ex- 
cuse for going shopping and soon saw 
that the store did not have the best 
selling talent in the town. The inde- 
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pendent merchant can personally sel- 
ect and train his people. He can choose 
those who have a following. He can 
maintain close personal supervision. 
All of these things count a lot in get- 
ting a sales crew that can originate 
and develop profitable business, and 
all the sound films and long distance 
contact in the world connot take its 
place.” 

Financing: Approximately 15 per 
cent is charged by the mail order 
competition for time payment sales. 
Outside of being able to obtain money 
cheaply, Sears and Wards enjoy no 


> advantage over the local dealer. Being 


national, they are forced to proceed 
with caution on local deals, and suffer 
inflexibility in making collections. 
Local department stores can offer 
better rates than the mail order hous- 
es, so can the utilities. With so much 


) cheap money the local dealer who is 


a 


2 dates: 


ean 


satay two NE 


alert can drum up arrangements that 
are as good as the chain’s, and is able 
to size up credit risks much better. 
The local dealer’s great weakness is 
his inability to put collection pressure 
on acquaintances. 

The world is looking for more 
economical ways of doing business. 
The chain store may have the answer 
with staples which everybody wants. 
But in invading the appliance field— 
which does not top the list of human 
wants—the staple-price selling method 
does not hold the answer, many au- 
thorities feel. As a juggernaut which 
threatens the existence of the indepen- 
dent retailer it holds no menace to 
the dealer who does not go to sleep 
in its path. 





Watch their FACES 
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statement, “I would like to have my 
husband see it first.” 

“Mrs. Brown,” says Mr. Cohen 
(who is careful to remember the name 
of his customer once he has heard it), 
“I say this in no disrespect to your 
husband’s judgment—but does he do 
the washing in your family ?” 

“No,” replies the wife. 

“Then you take this washing ma- 
chine with the understanding that it 
is being sold to you on a money back 
guarantee if you don’t like it. The 
guarantee is good for six months. Aft- 
er all, you’re the one who is going to 
use the machine, and this arrangement 
will give your husband plenty of time 
to pass judgment on the machine.” 

So, another order is in the bag for 
Siegel's. 

In addition to his son Marlin, Nate 
Cohen’s sister, Mrs. Sam Romanoff is 
also on the floor selling and both work 
to bring Nate Cohen into the picture 
for the closing. And Nate Cohen's 
ability to translate cash washer cus- 
tomers into still bigger buyers for the 
firm has made the washing machine 
department one of the hot depart- 
ments of the store. 

Radio and newspaper advertising 
are used to get leads. Steady publicity 
brings the public in, Mr. Cohen de- 
clares, but the fine art of making prof- 
itable sales out of them hinges on the 
Way you size them up. 








EWS for electrical dealers and housewives 
N everywhere! General Electric announces an 
amazing new automatic electric range, built to 
G-E quality standards—of popular table-top de- 
sign—and priced within reach of even the most 
modest of incomes. General Electric believes it 
to be the lowest priced quality range in electric 


appliance history. It will 
make enthusiastic pros- 
pects out of thousands 
of families who, fearful 
of doubtful quality, have 
delayed buying low 
priced electric ranges. It 
may well be called the 
LEADER of the sensa- 
tional new 1935 line of 
General Electric ranges. 
It has modern styling, 
extra large capacity, 
amazing price appeal— 
and it’s a G-E! The com- 
plete G-E line includes a 
model and price for every 
home, every income, with 
modern designing that 
perfectly fits the new 
trend to kitchens with 
“built-in” matched units. 
Write or wire for details! 
General Electric Co., 
SpecialtyAppliance Sales 
Dept., Section RE3, Nela 
Park, Cleveland, Ohio. 
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General Electric 
Hi-Speed 
CALROD 


General Electric’s mil- 
lion dollar heating 
unit that makes the 
G-E today’s fastest 
cooking range. Amaz- 
ingly durable, more 
economical. Both the 
General Electric‘‘Lead 
er” and “Master” are 
equipped with G-E 
Hi-Speed CALROD 
surface units. 














es 
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THE NEW G-E LEADER’ 
AUTOMATIC ELECTRIC RANGE 


e Strong, sturdy, electrically welded one-piece 
construction. e Modern table-top design. Compact, 





convenient. Can be placed flush against wall 
and adjacent cabinets. e Super-speed, over-sized 
oven, 18" x 14” x 18”. Faster—larger—more efficient. 
e New surface arrangement provides more work 
space and greater cooking convenience. e Auto- 
matic temperature control with pilot light; 


appliance receptacle; enameled broiler pan with 


extension frame; sliding oven. shelves; spacious 
storage compartment. e Glistening white porcelain 
enamel cooking top, splasher and front panels. 


New G-E “MASTER” 
Automatic Electric Range 


Another new 1935 G-E 
range model, priced 
slightly higher than the 
“LEADER”, and equipped 
with the famous G-E 
Thrift Cooker, in which 
whole meals, from soup 
to dessert, can be pre- 
pared at once with 
no transfer of flavors, 


AUTOMATIC ELECTRIC RANGES 
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Leonard is Going Places! 


If you're looking for a refrigeration franchise you 
can bank on ... consider Leonard's 54 year old 
reputation for dependability. Leonard dealers 
stay with Leonard. And Leonard stays with them. 


And if you want fast sales and generous 
profits . . . consider Leonard's ever increasing 
popularity that has set new sales records 
straight across the country. 


Big Things Ahead 


Now in 1935 Leonard is headed for still 
greater success. With 14 new 
models—ranging in price and 
size to meet every sales require- 
ment. With an array of con- 
venience features seldom found 
in a single refrigerator. Fea- 
tures which have earned for 
Leonard the title of the “com- 
plete” refrigerator. 


All this, plus a new and re- 
markable Sales Plan that 
delivers interested prospects 
in large numbers right into 








dealers’ stores! Even in small towns, too. In one 
town of only 23,000 population it brought 
409 women into the Leonard dealer's display 
room on a specified day. It drew 125 to another 
dealer's store in a town of only 3,600. And 
from coast to coast reports of similar results 
poured in—month after month. 


This tested, proved money-making plan is 
again being used by Leonard dealers . . 

short-cutting the way to quicker, easier 
Leonard sales. And in addition the ser- 
vices of Leonard's own finance company 
are available to all qualified 


Leonard dealers. 


Get Franchise Facts 


Can you afford not to know 
more about Leonard—the re- 
frigeration line that's the talk 
of the industry? Then wire or 
write today for franchise facts. 
LEONARD REFRIGERATOR 
COMPANY, 14257 Plymouth 
Road, Detroit, Michigan, and 
London, Ontario, Canada. 





LEONARD 


THE COMPLETE REFRIGERATOR 


(780) 
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pay at $6 per mo. They advertised 
Philco radio and Westinghouse wash 
ers. Korrick’s announced White sew 
ing machines at $69.50; also Norge 
retrigerators. The Radio Sales & Ser- 
vice Co. advertised Apex refrigerators 
and added “We trade.” 


February in Port- 
land brought a page 
of cooperative Phil 
co ads. Also a spe 
cial spread of Norge 
copy, including many 
Oregon dealers. The Edwards Fur- 
niture Company announced a “Mys 
tery Event,” the mystery being how 
much your old radio would bring as 
a trade-in. Sherman Clay sold a mo- 
tion picture camera and projector to- 
gether for $49.75. Powers staged a 
clearance of floor samples of electric 
washers. Faultless sold for $38.45, 
Paramount for $49.75 and $57.85. 
Lipman Wolfe offered Majestic heat- 
ers for $4.95 ($9.50 value). Olds 
Wortman & King staged a demonstra 
tion of Norge refrigerators. From 
Feb. 6 on the Portland Oregonian 
and Pepco staged a Home Institute, 
with afternoon programs in Taylor 
St. Theater. Pepco offered free light 
ing survey as part of Better Vision 
Week. The Northwestern Electric 
suggested “Have our lighting expert 
call.” Meier & Frank finished Janu- 
ary with a “Hurt Goods Sale,” in- 
cluding refrigerators, washers, iron- 
ers, lighting fixtures and odds and 
ends. A Homemakers Institute is un- 
der way with Jeanette Cramer sup- 
plementing Irene Kerr. They suggest 
making out budgets for customers, 
arranging parties, planning color 
schemes. The store staged a Valentine 
party; an Auditorium Sale of ware- 
house stock (35-65% savings) in- 
cluding washers, ranges, radios and 
refrigerators; a free Norge Show in 
the Auditorium with a film and vau- 
deville; a Maytag sale. They an- 
nounce the addition of the Williams 
Oil-o-matic to their oil burner de- 
partment. Easy washers, G.E. infra 
red lamps, and Conlon washers, $64- 
.95 for a $94.50 model (one day on- 
ly) were among the appliances men 
tioned. And the month at time of writ- 
ing is not yet over. 





. In Seattle Febru- 
a ary included a Frig 
, idaire meeting, with 
an accompanying ad 
listing dealers; also 
some Philco cooper 
ative advertising. The Bon Marche 
—G.E. washer and ironer; 25% off 
on electric sewing machines ; 20% off 
on lamps; White rotary electric, $89 
50; Swedish cookery school. Rhodes 
—Eldredge sewing machines, $59.50 ; 
portables, $36.50. Frederick & Nel 
son—Electrical prizes for a quilt show, 
starting with a Frigidaire; lamps from 
Chicago show at special prices; Speed 
washers, $69.50. City Light—Sale ot 
reconditioned ranges at “used range 
store” ; L&H, Hotpoint, Westinghouse 
ranges at $1.75 down and $1.75 per 
month, or with water heater, $2 down 
and $2 monthly, also a reduced price 
on wiring for a limited time only. 





so 
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Advertised in FEBRUARY 





Puget Sound Light & Power—Like 
wise low terms on Hotpoint ranges 
and Edison G.E. water heaters (made 
to order), $1.95 down and the same 
per month for ranges alone or $2.35 
for the combination (also at dealers, 
contractors and plumbers). They also 
announce a new sight meter service. 


The Crescent of 
Spokane staged an 
end of the’ month 
clearance of lamps 
and sold toasters at 
69c, White sewing 
machines at $48.85. In February 
Housewares Sales Westinghouse waf- 
fle irons ($17.50) sold for $7.95; 
Westinghouse iron and cord set ($7- 
45) at $6.45 and like values. Brown- 
Johnston advertised lamps, including 
the approved I.E.S. lamp. Tull & 
Gibbs featured radio and announced 
as “best sellers” Automatic washers 
at $49.50, Universal vacs at $24.50, 
Seneca waffle irons at $3.95 and 
Thermex coffee makers at $4.45. The 
Washington Water Power used two 
colors with effect in one of a num- 
ber of better sight ads. They offered 
Hotpoint and Westinghouse ranges, 
and suggested replacing or recondi- 
tioning present ranges. A special Feb- 
ruary offer was a Westinghouse waffle 
iron for $7.95, $1.95 down and $1.50 
per month. The Spokesman Review 
ran an ad writing contest with numer- 
ous electric prizes. Their Better Hous- 
ing Section on Feb. 24 contained many 
electrical suggestions. 


me 





San Franciscostart- 
ed February with a 
week’s Electric Ap- 
pliance Show for the 
trade and is already 
planning an exhibit 
for the public later in the spring. 
Among the appliances featured this 
month are: Hales—Easy washers ($59 
50), $48.85 with the old washer as 
part payment; Hale ironer, $49.85; 
Eldredge portable sewing machine, 
$29.95; White, $59. In this connec- 
tion they ran a dressmaking show, 
with two dresses made and given away 
daily. The White House—February 
Home Sales with Easy washers, $49- 
.50-$104.50 ; Manning Bowman toast- 
ers, $2.85; waffle irons, $3.95 and 
$4.65 ; percolators $4.95, etc. Sterling 
Furniture—Royal vacs; Large Norge, 
$139.50; lamps. Schwabacher-Frey— 
Clearance of radios; hospitality tray, 
$4.95; Silvers washers, $29.50; Easy 
washers, $49.50. Nathan-Dohrmann 
—February home furnishing sale; Eu- 
reka vacs, $29.85; Easy washer, $89- 
50; Norge refrigerator (special while 
they last) $139.50. O’Connor Mof- 
fatt—Top O”Town house refurnished 
(G.E. kitchen); lamp event. Chas. 
Brown—G.E. and Westinghouse heat- 
ers, $2.95; waffle irons, $3.95 ; miscel- 
laneous small appliances, $1.49; re- 
built cleaners, Emporium—Approved 
lamps; Norge sale, $139.50; Sun 
room on main floor with invitation to 
doctors and nurses; reconditioned ra- 
dio sale in basement ; Majestic heater, 
$2.95; Eureka cleaner, $39.50. P.G. 
& E.—proper lamp design. City of 
Paris—lamps, lamps, lamps. 


Ironers came to 
the fore in Sacra- 
mento advertising. F. 
H. McGinnis offered 
8 makes of washers 
and 4 of ironers for 
30 day trial, special price on floor 
samples, filler hose free with all wash- 
ers over $59.50. He announced 1,300 
Ironrite ironers sold in Sacramento, 
announcing demonstration in store 
and at Auto Show—5% down after 
30 days, 15c per day. Weinstock & 
Lubin ran a weekly ironing school on 
Wednesdays with a door prize, also 
an exhibit at the Auto Show. Bren- 
ner’s in extensive advertising announce 
their ironing school for Tuesdays and 
offer afternoon tea. They ran a color 
ad announcing color in Norge refrig- 
erators, also a free Norge show “Free- 
dom of the She’s.” A carload of Black- 
stone washers sold for $49.50, a car- 
load of Easy’s for $89.50—in addi- 
tion specials were offered on laundry 
accessories. The Eastern offered the 
Modern Laundress washer, ironer and 


soap for $59.95. 





The Southern Ca- 
lifornia Edison Co., 
anticipating Boulder 
Dam _ power, an- 
nounced a range and 
water heater offer as 
low as $11 down, available through 
all dealers. The L. A. Bureau of 
Power & Light urged the Electric 
Home as a possibility for those now 
renting. Walker's ran a month-end 
radio clearance and vacuum cleaner 
sale. In February small appliances 
came to the fore. “1900” washers sold 
for $42.95, $5 down. The L. A. 
Furniture sold Thor washers and 
ironers for $59.50 and $69.50 and ad- 
vertised rebuilt Electro-lux and Hoo- 
ver cleaners. Bullock’s featured 
Norge, lamps, Hotpoint toasters and 
irons at $2.95 each, G.E. refrigerators 
at $159, Dominion waffle irons at $3- 
.95, Royal cleaners at $39.50, Black- 
stone washers at $49.50. The May 
Co. offered a modernization service 
with plans, sketches and estimates for 
homes, remodelled kitchens, etc. They 
sold Edison mixers at $9.95, XL 
washers and ironers at $39.95 each, 
Rotary sewing machines at $69.50 
(save $35.50) and various small ap- 
pliances under $1. The Broadway 
ran a month-end special on 1100-watt 
heaters for $2.95, as is. They sold an 
electric banjo clock for $9.95 (Walt- 
ham), a mixer for $6.95, a Majestic 
sewing machine for $82.50. J. W. 
Robinson offered 2 Graybar cleaners 
for $29.50 and a Graybar washer for 
$55. Majestic 660-watt heaters for 
$4.95, small appliances and lamps 
were also mentioned. Barker Bros. 
advertised a Liberty cleaner at $19- 
.95, a Victory heater at $1.29, a re- 
flector lamp at $9.95, grillettes $1.29 
(cord extra). They -ran a %-price 
sale on lamps and featured Major 
refrigerators at $99.50, Westing- 
house “free” sewing machines at $79- 
50, Mutual Sunset reflector lamps at 
$19.50; floor samples of Conlon iron- 
ers at $59.50, Miracle mixers at $10- 
.95 and like values. 
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The New 
Cabinet-Type 


Going 
Over 
Big 
! 


* 


rie 


Dealers in electric ironers have been quick to 
recognize the fact that the new Cabinet-type e 
Ironrite offers sales possibilities so much great- 


er thah any other ironer heretofore on the 


Has Many 


market that there is really no comparison. Exclusive 
With its many exclusive features which appeal Features 
to the housewife from the standpoint of labor- a 


saving as well as perfect ironing results, this 


new model is stimulating the sale of ironers 
as no other ironer has ever done before. 










Write for literature and 
Details of DEALER PLAN 








The Yronurité lroner Company 


38 Piquette Ave. 


DECREASE YOUR 


REFRIGERATION 


SERVICE CALLS 









A—Gland Plate i? 
B—Gosket BA 
C—Rotary Seal Assembly 


—by installing a ROTARY 
SEAL REPLACEMENT UNIT on 
the job in twenty minutes. 


Prevents leaks at the shaft in 
a compressor 


Is quiet, does not squeak and 
is trouble-free 


Requires no attention 
Satisfies customers 


Quickest, most economical 
way of sealing a shaft 






Patented 


Low installation cost 


ROTARY SEALS have given satisfaction 
since 1925. Can be had for all popular 
makes of domestic refrigerators 

We want to SELL you one unit, knowing 
you will BUY many more. 


ROTARY SEAL COMPANY 
803 W. Madison St., Chicago, Ill. 


Detroit, Michigan 












How to close 
MORE SALES 


YOU CLOSE more sales when you prove 
your refrigerator’s satisfactory perform- 
ance with Practical Instruments. People 
believe Practical Instrument charts 


There are 7 ways you can 
use Practical Instruments 
in selling 


Practical Recording Thermometer and 
Motor Operation Recorder have both been 
proved by extensive use in sales work. 
They make 24 hour records of refrigerator 
Operation. As easy to use as an alarm clock 

Price: Thermometer $18, Motor Record- 
er $21, f.0.b. Chicago, complete with ink, 
charts and carrying case 

INFORMATION. Write to us for com 
plete description, temperature ranges and 
terms. Also information on our 15 day trial 
offer and 100% guarantee. Or ask your 
jobber or distributor. Write to us now 
about this sales help 


Practical Instrument Company 
Dept. 316, 2717 N. Ashland Ave. Chicago 
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“SLACKS or SLUMPS” 


when you sell WILLIAMS 


ICE-O-MATIC 











— AND NOW WE ADD 
2 BRAND NEW DOMESTIC LINES! 


O slow seasons when you sell Wil- 
liams Ice-O-Matic. For prices and 
profits, just in the domestic selling sea- 
sons alone, our two brand new Ice-O- 
Matic household lines will open your 
eyes. You are put right up in the fore- 
front with our new De Luxe line and 
can sell a lion's share of popular-priced 
models with our new Standard line. 
Then all year round you have a pay- 
ing commercial refrigeration business 
because Williams Ice-O-Matic equip- 
ment, engineered-to-the-job, fills ANY 
need at a low price, quicker accepted, 
longer in profit. Furthermore, there is 
absolutely NO LIMIT to the commer- 
cial installations on which you can 
quote—grocers, delicatessens, butchers, 
restaurants, florists—all the way to hos- 


pitals, institutions and motor trucks 
where cooling is required. Sell electric 
or gasoline-powered compressors. Sell 
a complete line of milk-cooling equip- 
ment. Sell air-conditioning products, 
too— Williams famous Air-O-Matic— 
with Williams performance and profit. 

Yes, the leader leads again! Broader 
range of products. Wider fields for you 
as distributor or dealer. And Williams 
traditional finest materials and work- 
manship so that your profits stay in 
your pocket! 

Get in back of you this world’s great- 
est concern specializing in the control 
of temperature. A letter or telegram 
will bring full details of the Ice-O-Mat- 
ic distributor or dealer franchise ar- 
rangement. Send it today. 


lee-O-Matic Refrigeration Division 
WILLIAMS OIL-O-MATIC HEATING CORPORATION 
Bloomington, Illinois 





WILLIAMS OIL-O-MATIC HEATING CORPORATION 

Ice-O-Matic Division, Bloomington, Illinois E.M. 3-5 
Please send me full details of the 1945 Ice-O-Matic line and franchise 

Name 


iddress 
City 


’ 
' 
’ 
’ 
; 
; 
] 
’ 
J 
; 
] 
} 
Present business 
= 


Oi eee 


The Pevely Dairy Co., 
St. Louis, keeps milk 
cool in this special 
truck, cooled by a gas- 
oline motored Ice-O- 
Matic. 


State 
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HELP from 
Home Service 


——== CONTINUED FROM PAGE 15 === 


5. Home Demonstrations. Ei- 
ther before the sale is made or fol- 
lowing a sale of washers or iron- 
ers, complete laundry information 
is essential. The Empire Gas & Elec- 
tric Company at Geneva, N. Y., com- 
mencing with January Ist has un- 
dertaken to follow up the sale of all 
washers in their territory. Miss Eliza- 
beth Sweeney, Director, reports that 
the Home Service representative calls 
on the purchaser, discusses the proper 
methods of washing and preparation 
of clothes for ironing, which ties in 
a discussion of ironers and their ad- 
vantages. Educational material is left 
with the housewife. 


6. Apartment Demonstrations. 
The installation in some sections of 
clectric washers and ironers on a 
pay-meter basis in apartment houses, 
has given Home Service women a 
new field of demonstration. Miss 
Florence Freer, Director, Domes- 
tic Science Bureau, Brooklyn Edi- 
son Co., Brooklyn, N.Y., reports that 
where such installations are made in 
Brooklyn, the Home Service Depart- 
ments contacts the superintendent of 
the apartment building and with his 
cooperation sets a time when house- 
wives or their laundresses can come 
to the apartment laundry room to re- 
ceive instruction from the Domestic 
Science representative in the proper 
care and use of the electric washer 
and ironer. 


7. Ironer Contests. The Brook- 
lyn Edison Company Domestic Sci- 
ence Bureau has held ironing contests 
where homemakers ironed with an 
electric ironer. A small prize was 
awarded each day to the most skillful. 

When laundering is featured in 
Miss Freer’s regular classes, a special 
effort is made to interest the women 
to come up after the meeting and use 
the ironer themselves. 


8. Newspapers and Magazines. 
These publications welcome well pre- 
pared material for their women’s 
pages. The laundry subjects which 
might find a place with them could 
follow the list for lecture-demonstra- 
tions above. 


9. Radio. Radio talks can be 
tied in with articles on home launder- 
ing which appear in women’s maga- 
zines. Homemakers can be urged to 
come to the Home Service Depart- 
ment to see for themselves just how 
special laundry problems can be han- 
dled at home. 


10. Exhibits, Fairs. These all af- 
ford avenues of dissemination of the 
home laundry story. 


ll. Company Educational 
Groups. Any company educational 
or social group can be informed con- 
cerning the uses of all electrical house- 
hold appliances, and special classes in 





REPAIR SERVICE SHOWS 
| “NEW TYPE” PROFIT 
FOR APPLIANCE DEALER 


Proves Key to Live Prospects 


The most profitable way to dis- 
cover out-of-date appliances or 
the need of additional ones lies 
in carefully checking repair de- 
partment records or the estab- 
lishment of a repair service for 
just this purpose. 


Keep in Contact with 20 Million 
' Appliance Users 
About 85% of the almost twenty 
million washers and cleaners 
which current statistics indicate 
to be in use are in the repair 
stage. While the saturation 
point is by no means reached, 
the best market for new appli- 
ance sales lies in replacing obso- 
lete equipment or supplying the 
additional needs of an already 
demonstrated purchasing power. 


Repair Service Cuts High Cost 
Of Cold Canvassing 
Because of wear and oil soaking, 
motor brushes are the most fre- 
quently replaced appliance part. 
In fact, with a well rounded 
brush stock and a few other 
common parts, a repair depart- 
ment can be established as a 
self supporting unit for the sole 
purpose of uncovering worth- 

while leads. 

A well rounded brush stock is 
offered in Ohio’s new Universal 
Service Kit No. 3 containing 
brushes, springs and oil wicks to 
fit over 131 makes of appliances. 








It is both adequate and economi- 
cal in having a total of 150 


| brushes yet only 19 sizes. 








Priced at $7.50 net to dealers, it 
offers a means of servicing prac- 
tically any appliance regardless 
of make or age thus providing 
the necessary equipment to lo- 
cate live prospects ona profitable 
basis. 
ORDER FROM YOUR JOBBER OR MAIL COUPON 





The Ohio Carbon Co., 
12508 Berea Road, 
Cleveland, Ohio 
Gentlemen: 


Please send further intormation 
about your Universal Service Kit 
No. 3 including list of 131 nationally 
known makes that can be fitted. 


E. M. C.-1 


Name . 
Address 
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*PYREX TOP 
FUSE PLUG 





TEXTOLITE 
FUSE PLUG 





HANDY-PULL 
HEATER 
PLUG 





TWIN TAP 





TRIPLE TAP 








HEATER CORD SET WITH 
UNBREAKABLE PLUG 


Don't let this line of quick-profit ne- 
cessity items slip through your fingers. 
Almost every person you meet is in 
need of one or more of these G-E Wir- 
ing Device items. Rarely do homes, 
offices, or factories have enough spare 
fuse plugs, sockets or cords, etc. 


An attractive window display of G-E 
Wiring Devices will stimulate store 
traffic. You make quick, effortless, 
cash sales. Many customers will also 
be live prospects for higher-priced ap- 
pliances. 


Make every wiring device sale a profit 
sale, by aggressively selling G-E Wir- 
ing Devices. See your local G-E Dis- 
tributor, for full particulars, or write 
to Section D-193, Merchandise Dept., 
General Electric Company, Bridge- 
port, Connecticut. 
Reg. U. S. Pat. Off. 

Listen to the General Electric Radio Program, 
dedicated go the American Home, every Sun- 


day at 12:15 P. M. (E. S. T.) on the nation- 
wide NBC Red Network. 


GENERAL ¢3 ELECTRIC 
WIRING DEVICES 


GENERAL ELECTRIC COMPANY 
MERCHANDISE DEPARTMENT 
BRIDGEPORT, CONN. 
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laundering might be promoted through 
the families of employes. 


12. Advertising and Display 
Departments. The educational ma- 
terial prepared by the Home Service 
Department should be available to the 
Advertising and Display Departments 
for their use. 

The above suggestions are some of 
the ways in which educational work 
may be carried on in the matter of 
home laundering. The need for the 
stimulation of this work was empha- 
sized by Mr. William Shaw of the 
National Syndicate Service, Publicity 
Advisors to the electric washer manu- 
facturers association, in an address to 
their convention last January when 
he said: “But do not forget * * * that 
although there are more than 9,000,- 
000 washers in use today, more than 
4,000,000 of them are five to ten years 
old, and almost 2,500,000 others are 
ten years old, or more. Your present 
great necessity is to sell washers to 
present non-users, and to hold off the 
further advance of the laundry while 
you stir owners to discontent over the 
obsolescence of these machines * * *.”’ 


Home Service Dept. Sources 
of Information on 
Home Laundering 


Educational material is published 
by electric washer, ironer and water 
heater manufacturers, associations and 
magazines. A few examples of avail- 
able material follow: 

General Electric Co., Bridgeport, 

Conn. 

“Just How To Go About Us- 
ing Your New General Elec- 
tric Effortless Ironer.” 

“Your Laundry.” 

Easy Washer Company, Syra- 

cuse, N. Y. 

Bulletins on Tinting and Dye- 
ing in the Electric Washer. 
Hurley Machine Company, Chi- 

cago, III. 

“Home — Service 
Plan Book.” 

Graybar Electric Co. 

A Series of Radio Continui- 

ties on Laundering. 

A Playlet on Ironing. 


Director’s 


Edison Electric Institute, 420 
Lexington Ave., New York, 
me 


“Washing” and “Llroning’’ of 
the “More Power to the 
Home!” series. 


Delineator Institute, 161 Sixth 
Ave., New York, N. Y. 
“Laundry Appliances, Selec- 


tion, Use and Care.”’ 

“How to Wash and Iron.” 

“Spots and Stains —~ How to 

Remove Them.” 
Good Housekeeping Institute, 
57th and 8th Ave., New York, 
N.. Y. 

Laundry Bulletin. 

“Removing Spots and Stains.” 
The McCall Company, 230 Park 
Ave., New York, N. Y. 

“Where Do You Wash?” 
“All About Laundering.” 
Educational Material offered by 

soap manufacturers: 


Lever Brothers, Cambridge, 
Mass. 
Proctor & Gamble, Cincinnati, 
Ohio. 


Colgate - Palmolive - Peet Co., 
Chicago, Ill. 
Fels & Company, Philadelphia, 


Pa. 
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Distributors ana Dealers 


WANTED 


I. We offer a new line of unit domestic air conditioners that 
will retail at a popular price. 








2. Priced, styled, and engineered right, to reach a large market 
in your locality. 


3. Attractive discounts which will bring you profits. 
4. Exclusive franchise granted in some sections 
Se Manufactured and sold by a concern with financial integrity 


6. Twenty-five years of air-conditioning engineering behind 
this product. 


Write or wire for further details. 


HARRIS AUTO-CAR AIR CONDITIONER CORP. 
500 FIFTH AVENUE NEW YORK, N. Y. 














“and see 
how simple 
it is to 
clean 







The flat top 


\scaeeatastenuitipeeiets RANGE UNITS 


is a feature that appeals instantly to every housewife. Food must spill some 
times, but when it does, it cannot damage or ‘‘gum up" the Chromalox heating 
element—cannot even touch it, for this heating element is protected and cov 
ered by refractory cement and the corrosion-resistant metal outer casing 


Start this 
effective sales 
campaign 
—it is invariably 


successful .Send in 
the coupon below 


These Super-Speed replacement units are modernizing old ranges every 
where, and stepping up sales for every dealer who pushes them. No need 
stock a large number of sizes—the patented adaptor ring (detachable) en 
abies you to fit any range, old or new 


Use the coupon below and get the full story 





with your bus: 
ness letterhead 





EERE EEE EEE EERE REE ERE EERE EERE EERE 
ie | f EDWIN L. WIEGAND COMPANY 
Mon’ \ - 7625 Thomas Bivd., Pittsburgh, Pa 
s , Without obligation, send us complete data about Chromalox Super Spee 
, Replacement Range Units and how we can make money selling them. TI 
- are appro. elee range in the territor we setve. Check wi 
, We sell elec, range |] We do not sell elec. range Send u 
; catalo abour Chromalox -equipped electric range 
4 Position 
’ 
' Na 


PAGE 69 











A TRAY FULL 





OF TRICKS! 


-3 COLD FACTS” 


e@ Many a hard-to-sell customer is won over by flexible rubber trays and grids! 
INSIST that all models of the refrigerator you sell come factory-equipped. 
Write to your manufacturer or direct to us. The Inland Mfg. Co., Dayton, Ohio. 


Prospect: 
and the 





.. refrigerator. 








I can't quite make up my mind between this model 


Salesman: This refrigerator comes equipped with flexible rubber 


trays and grids. 
Prospect: 
rubber trays. 





Well. I quess that settles it. My husband insisis on 


Flexible Rubber Trays and Grids 


WILL HELP SELL A MILLION AND 
A HALF REFRIGERATORS IN 1935! 
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Alter Co., Harry 72 Hotpoint Refrigerators 59 
Aluminum Company of America 62 Inland Mfg. Co. 70 
American Weekly 21 tronrite Ironer Co. 67 
\ Front Cover, inside Back Cover’ Johnson Motor Co. 56 
Barlow & Seelig Mig. Co. g Kelvinator Corp. Back Cover 
Belden Mfg. Co. 15 leonard Refrigerator Co. 66 
Boss Washing Machine Co. 15 Lovell Mfg. Co. 2,3 
Briggs & Stratton Corp. 14 National Enameling & 
Celina Mfg. Co. 70 Stamping Co. a 
Nineteen Hundred Corp. 12 
Combustioneer, Inc. 60 pesee. Case, % 
Crosley Radio Corp. 45 
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acct i b4 Practical Instrument Co. 67 
Easy Washing Machine ——— Proctor Schwartz Electric Co. . 51 
Estate Stove Co. 42 Rotary Seal Co. 67 
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47, 65, 69 Silex Co. 71 
General Household Utilities Co. 53 Stewart-Warner Corp. 36, 37 
Getz Power Washer Co. 15 Sunlight Electric Co. 49 
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Goodyear Tire & Rubber Co... 22 Mfg. Co. 18, 19, 34, 4) 
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Conditioner Corp. 69 Williams Oil-O-Matic 
Holland Rieger, Inc. 16 Heating Corp. 68 
| Hoskins Mfg. Co. 52 Willman Electric Co. 72 
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The Washer 


Salesman 
oe CONTINUED FROM PAGE 634 


no matter how sparkling its appear- 
ance, is so cheaply built as to only last 
a year or two, she recognizes it as an 
extravagance. How many washings? 
How many years? How long without 
service will it run? That’s what she 
wants to know. And there isn’t a 
washer manufacturer of my knowl- 
edge who has taken the trouble to set 
up an endurance test that can be re- 
ferred to! 

Fourth essential is that of being able 
to demonstrate dramatically. Better 
than 80 percent of washer sales will 
be closed in the home, after a woman 
has seen the workings of the washer 
as demonstrated bythe salesman or has 
been afforded the privilege of using 
it herself. If you expect to sell, you 


must operate outside and be able to ~ 


do a washing yourself. One of the 
ways to uncover prospects (and one of 
the surest types of proof) is to permit 
the prospect to rent a washer for a 
trial washing. Of her own accord, 
she can discover the advantages of 
your washer without fear of high pres- 
sure selling. But if she doesn’t want 
to go through the motions, you've got 
to demonstrate for her at her home 
and on her clothes. 

Fifth essential is that of justifying 
the purchase. You must be able to 
assure her, convincingly, that she can 
pay for the washer through the sav- 
ings it creates. I wish I had space to 
prove, which I could, that a washer, 
rightly used, develops savings of $167 
per year. In other words, compared 
to laundry prices and figuring wear 
and tear on clothes, the economies an 
electric washer effects are more than 
sufficient to pay for itself. That’s a 
point that clinches the closure with 
the husband. Because of this fact, the 
purchase of a washer creates no drain 
on the family purse and, in reality, it 
costs more to be without it. 

Sixth essential is to use dramatics 
to center attention upon those points 
which are most important. For exam- 
ple, the nonchalant act of using a five 
dollar bill (honestly, there are a few 
of them left) dropped in the water to 
demontsrate the washing action, will 
hold feminine attention like nobody’s 
business. Show me the woman who is 
not fascinated by the sight of money! 
There are scores of such dramatics 
that can be used. 

Last of all, the successful salesman 
must demonstrate in some believable 
way that the washer will last longer 
than until he gets off the front porch. 
Having had experience with a washer 
the prospect wants to know that it 
will hold up and be dependable. Be 
sure to convince her on this point. 

Well, there it is—the same situation 
and essentials as existed a few years 
back when people were interested, as 
they are now, in what the washer 
would do and how long it would last 
rather than how cheaply it could be 
bought. Don’t kid yourself that sales 
can be made over-the-counter or by 
appeal to price. A woman wants value 
today. She must be sold in her home. 
She must be made dissatisfied with her 
old-fashioned washer with its noise, its 
danger, its extravagant operation, its 
lack of modern features. 














CELINA 
Handy 




















Portable Tubs 


Modernize the 


Home Laundry 


Old fashioned tubs no longer 
hold the pace. Women appreci- 
ate the thorough modernity of 
CELINA Handy Portable Tubs — 
their ease and efficiency of oper- 
ation, their strength and rigidity 
of engineering, and their up-to- 
the minute appearance. Greater 
capacity; speedy emptying; large 
easy-rolling wheels; lustrous dur- 
able finish in attractive colors. 
Best of materials and construction 
throughout. Complete line single 
and double tub models. Choice 
of improved center hinge cover 
or one piece metal table top 
cover on double tub models. 


Write or wire 
for information and prices 


THE CELINA MFG. CO. 


CELINA, OHIO 








For 1935 Signal of- 
fers 2 complete fan 
lincs — COOL SPOT 
and SIGNAL. This 10 
inch A. C. Oscillator 
at $8.50 list is only 
one reason why you 
should tie up with 
Signal. Send for pres- 
entation. 

Signal Electric Mfg. Co. 


Menominee, Michigan 


2INCIPAL TIES 


SL Gils 
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A member of Kelvinator’s 
sales promotion depart- 
ment for the past five 
years, Walter L. Jeffrey 
has been named manager 
of the new operations div- 
ision of the company’s 
advertising and sales pro- 
motion department. 


For the past eight years 
Chicago district manager 
for the Bennett - Watts - 
Haywood Company, Kurt 
R. Groener has recently 
assumed his new duties 
as managing director of 
the Porcelain Enamel In- 
stitute, Chicago. 





B. W. Bullock has been 
appointed assistant mana- 
ger of the General Elec- 
tric Company's publicity 
department. With the ap- 
pointment, Mr. Bullock 
becomes assistant mana- 
ger of broadcasting for 
General Electric. 


osilions of the Mouth, 





For fifteen years Pacific 
coast district representa- 
tive for the Standard Elec- 
tric Stove Company, To- 
ledo, William P. Swartz 
has recently been appoint- 
ed manager in charge of 
western distribution. 











Graybar— Newark 


Graybar Electric Company, 284 
Halsey Street, Newark, through its 
Manager, H. P. Litchfield, announces 
the following organization changes as 
of January Ist. ‘ 

Edward C. Secker of Clifton, N.J., 
Power Apparatus Specialist, Newark, 
promoted to Manager, Power Appar- 
atus Sales of Eastern District, with 
headquarters at 180 Varick Street, 
New York. . 

Harry A. Coabuah of Millburn, N. 
J., formerly of Graybar New York 
Organization, transferred to succeed 
Mr. Secker at Newark. 

Tirchard L. Balch of the New 
York Sales Department, transferred 
to Newark to take charge of appliance 
sales. 


Fairbanks-Morse 


Fairbanks-Morse Home Appliances 
today announced the appointment of 
L. M. Decker as manager of Home 
Laundry Equipment sales. Mr. Decker 
was formerly divisional manager in 
the Illinois territory for the complete 
line of home appliances. 

He has had extensive experience in 
washer and ironer manufacturing and 
sales for the past ten years. From 
1925 to 1929 he operated his own 
washer manufacturing company, the 
L. M. Decker Company of Omaha, 
Nebraska, which merged with a com- 
peting company in 1930. From 1930 
to 1934 he held a sales management 
position with a nationally known 
washer manufacturing company, which 
was sold last year. 


Permutit 


Oliver P. Harris, manager of Do- 
mestic Sales of The Permutit Com- 
pany, makers of Water Conditioning 
Equipment, announces that George A. 
Draude has been appointed domestic 
sales representative covering North 
East New York. Mr. Draude is mak- 
ing his headquarters at Rochester, 
New York. 


National Electrical and Radio 
Exposition 

Joseph Bernhart, long associated 

with Madison Square Garden as 

Booking Manager is announced as the 


Show Manager of the 1935 National 
Electrical and Radio Exposition, to 
be held at Grand Central Palace, 
from September 18th to 28th, inclusive. 
The exposition will be sponsored by 
the Electrical Association of New 
York, Inc. 





For five years head of his 
own washer manufacturing 
company, L. M. Decker 
has recently joined the 
Fairbanks - Morse Home 
Appliances as manager of 
home laundry equipment 
sales. 


Porcelain Enamel Institute 


On February first, Kurt R. Groener 
officially assumed his duties as Man- 
aging Director of the Porcelain 
Enamel Institute, with offices at 612 
North Michigan Avenue, Chicago. 
Mr. Groener was formerly associated 
with the Gundlach Advertising Agen- 
cy in Chicago, and subsequently was 
Advertising and Publicity Manager 
of the Walker Vehicle Company, 
Chicago. During the past eight years 
he has been associated with Bennett- 
Watts-Haywood Company, Chicago, 
publishers of Electrical Dealer and 
Electric Light and Power magazines. 

In recent years he was Chicago 
District Manager for this concern. 

It is understood that the porcelain 
enameling industry, through the In- 
stitute, is planning to aggressively pro- 
mote the deserved recognition of the 
many uses and advantages of porcelain 
enamel in such a way as to be of value 
not only to the industry itself but to 
manufacturers and retailers of all prod- 
ucts finished with porcelain enamel. 
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General Electric 


B. W. Bullock has been appointed 
assistant manager of the General Elec- 
tric publicity department, the appoint- 
ment taking effect immediately. With 
this appointment, Mr. Bullock also 
becomes assistant manager of broad- 
casting for General Electric. 

Since June, 1933, Mr. Bullock has 
been assistant to Chester H. Lang, 
manager of the General Electric pub- 
licity department. Previous to that 
time, he was division manager for 
central station advertising. 


Kelvinator 


Walter L. Jeffrey, for the past 
five years a member of the sales pro- 
motion department of Kelvinator 
Corporation, has been named manager 
of the newly formed operations divi- 
sion of the company’s advertising and 
sales promotion deparment, according 
to announcement by Vance C. Wood- 
cox, director. 

In making known the formation of 
the new division, Mr. Woodcox de- 
clared that it will assume full re- 
sponsibility for all sales promotion 
creative work, publicity and sales edu- 
cation activities and promotional de- 
tails. 

Mr. Jeffrey formerly was manager 
of campaigns and contests for Kel- 
vinator. 


Standard Stove 


William P. Swartz who has been 
Pacific Coast district representative 
for The Standard Electric Stove Com- 
pany of Toledo, Ohio for fifteen years 
has been appointed manager in charge 
of western distribution, in charge of 
stocks which are carried in Los An- 
geles, San Francisco and Seattle. 


National Metal Products 


James G. Brown, general sales 
manager of The National Metal 
Products Company, Waterloo, Iowa, 
manufacturer of the National Water- 
matic Washer, announces the appoint- 
ment of Hal Hombs, formerly of the 
Reuben H. Donnelley Corporation of 
Chicago, as sales promotion manager 
for the National Metal Products Co. 





Toa 
Merchandise 
Manager 


with a reputation for 


grabbing popular items 


As 


As your No. 1 load builder 
Silex brings double profits 








Huge mid-winter promotions of the fast- 
selling Silex are now being staged all over 
the country . . . to say nothing of the 
record sales being piled up by the usual 
selling methods in other cities. Central 
stations, electrical dealers, department 
stores, hardware stores, drug chains and 
even wholesale grocers are merchandis- 
ing Silex in volume. Silex is enjoying 
more than a fad, more than an unusual 

fancy — Silex is revolutionizing 
the manner of making coffee. 

Now 

Silex is offering a fast-moving number, 
the Silex Jr., in 6 and 8 cup sizes, popu- 
larly priced at $4.95 (or the Everyday 
Kitchen Model at $2.95). Its bakelite 
handle, neck collar and stove buse are 
featured in RED — the most popular color 
at the Chicago House Furnishing Show. 


CONTROLS FLAVOR BY 
TIMING INFUSION 


Only Silex can offer this electric stove 
that automatically controls the infusion 
of coffee and water. The glassware stays 
on the stove. Simply turn off the current. 


FALeX 


Glass Coffee Maker 


Exclusive features of Silex covered by more than 
30 patents 
ems 112i) tod2yamam 


THE SILEX COMPANY 
HARTFORD, CONN. 


Tell me how to move the $4.95 Silex Jr. in 
volume. 


Name 
cAddress 


Cty State 
B.M. 335 
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SERVICES 


PARTS and 
ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First line 
in small black face type). Fractions of a line count as a line, Discount of 10% if full pay- 




















ment 15 made in advance for 4 consecutive insertions of undisplayed ads. 
DISPLAYED RATE: 1 inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in.; 
12 inches—$10.50 per in. (An advertising inch is measured vertically on om column. There 
are 4 columns — 48 inches to a page) 
BAGS 
Vacuum Cleaner Dust Bags ARMA UR 
We manufacture the best Dust-Proof Bag for the T E 
lowest price in quantities. Universal Sales Swndicate 
inc 118 North Warren Street, Trenton, N. J 


Replacement Dust Bags For Vacuum Cleaners: 7 
Made from highest quality ewill in a choice of col Write for prices and catalog 


Fe ie camenes with Instand Fasteners, OHIO | We Stock Vacuum Cleaner Parts 
; GS will please your customers. Expert 
stenciling. Write for sample and prices. Ohio Tex WILLMAN ELECTRIC 


tile Spec. Co., 3440 W. 54th St., Cleveland, Ohio 





2554 Sturtevant, Detroit, Michigan 





Refrigeration 
PARTS asxd¢ SUPPLIES 


No.109 
The HARRY ALTER CO. 


1726 S.MICHIGAN AVE. CHICAGO,ILL.USA 


8000 ITEMS FOR ALL MAKES 
DOMESTIC COMMERCIAL AIR CONDITIONING 


















Sell Faster—GOODRICH ROLLS—Cost No More 


=<—== 
SERVALL CO., 4409 Seyburn Ave., Detroit, Mich. 


——— Goudneh 
-_ 








Dealers & Repairmen-— Send for 64 Page 
“==; PARTS CATALOG 


Ew e 
c a@ (om Bye ; 
#00 Hayes : ots SCULLY-JONES & CO 

















= 
© 1905 $. Rockwell St. 
CHICAGO, ILL. 
SEARCHLIGHT 
SECTION 2 


BUSINESS — MERCHANDISE 
Positions Wanted (salaried employment only) 


DISPLAYED RATE—Per inch 


10 cents a word, minimum charge $2.00 an 1 inch $8.00 per inch 
insertion, payable in advance. (See @ on > or 3 inches 7.80 per inch 
box numbers.) 4 to 7 inches 7.60 per inch 
Postions Vacant and all other classifications Rates for larger spaces on request. An adver 
(including Agents, Salesmen, Distributors tising inch is measured vertically on one 
Representatives advertising), 15 cents a word column. There are 4 columns — 48 inches 
minimum charge $3.00 an insertion. (See to 4 page 


@ on box numbers.) Box Numbers—Care of Electrical Merchandis- 
Discount of 10% if full payment is made in ings New York, Chicago or San Francisco 
advance for 4 consecutive insertions of un ion count as 10 words additional in undis 
displayed advertisements played ads. Replies forwarded without charge. 

















REPRESENTATIVES WANTED | NEW ADS 
| New advertisements for the April issue of Ele 

Outstanding Home Cooling Unit trical Merchandising should be received at our New 
with active utility and public demand. Attractive York office by Mareh 28th to insure publication 
roposition for representative with Uulity contacts 
coolers and certain other territories available * = ; 
Immediate action required. R. W. 544 Electrical if You Need a Trained 
Merchandising, 4330 West 42 St., New York City 


Refrigeration Man— 
WANTED @call on this FREE Placement Bureau 


eenteen Gtnete Gaueht tae Gash @ Among the graduates of this school we have 

Curete . sained and competent shop mechanics, and 
efficient installation and service men avail- 
able in almost every locality. Many already 
have practical working experience. 

®Save time, trouble and money by patroniz- 
ing this service when adding to your force 
or making a replacement. No charge to you 
of to prospective employee. Write, ‘phone 
or wire for quick, courteous efficient service. 


Electrical supplies, lighting fixtures, motors, condulets 
wires, etc. W. 542 Plectrical Merchandising, 350 West 
42nd Street, New York City 





DISTRIBUTORS WANTED | 


for 
MORRILL ELECTRIC VACUUM CLEANER 
Enclosed filter type. High Vacuum 
Four models. Many outstanding sell - 


Write for propomtion PI Divi 
1 acement svision 
so churn htt RM ORE. y 404 N. Wells Se 














Chicago, Ill. 





Washer and Ironer Market by States 
Distribution Breakdown 1934 


From J. R. Bohnen, executive secretary of the American Wash- 
ing Machine Manufacturer's Association, comes the table printed 
below which gives a picture of the distribution breakdown of washers 
and ironers, by states, for the year 1934. 

Note that the industry's total sales for 1934 amount to 1,240,284 
units for washers. That figure includes gas-engine, hand and water 
power machines. The number of electric machines was 1,121,137 
as compared with the preliminary estimate of 1,103,632 units pub- 
lished in the January statistical issue of ELECTRICAL MER- 
CHANDISING. The ironer unit total figures are 116,069 as com- 
pared to the 109,276 units estimated in the same issue. 


New England Washers lroners 
Maine 9,231 959 
New Hampshire 4,878 555 
Vermont 4,158 239 
Massachusetts 44,942 4,719 
Rhode Island 5,237 427 
Connecticut 19,347 1,685 

Total 87,793 8,584 

Central Eastern 
New York 90,228 10,172 
Pennsylvania 129,501 9,087 
New Jersey 31,558 4,323 
Delaware 3,163 263 
Maryland 18,093 763 
District of Columbia 7,709 1,397 
Virginia 10,804 416 
West Virginia 18,331 1,043 

Total 309,387 27,464 

South Eastern 
North Carolina 3,717 204 
South Carolina 1,681 150 
Tennessee 8,398 330 
Mississippi 1,299 9) 
Alabama 3,091 375 
Georgia 3,092 533 
Florida *5,274 346 

Total 26,552 2,029 

East Central 
Michigan 67,502 4,677 
Wisconsin 36,801 2,139 
Illinois 97,185 7,741 
Indiana 42,278 1,756 
Ohio 100,331 9,521 
Kentucky 13,691 1,018 

Total 357,788 26,852 

West Central 
Minnesota 42,805 2,317 
North Dakota 5,271 148 
South Dakota 7,388 321 
lowa 35,442 1,161 
Nebraska 18,599 1,551 
Missouri 50,398 4,553 
Kansas 20,137 1,085 

Total 180,040 11,116 

South Central 
Arkansas 3,536 219 
Oklahoma 19,303 750 
Louisiana 5,784 252 
Texas 30,547 1,722 

Total 59,170 2,943 

Mountain States 
Montana States 5,897 413 
Idaho 7,526 519 
Wyoming 4,201 381 
Utah 13,403 §23 
Colorado 12,290 917 
Arizona 4,870 394 
New Mexico 2,121 138 

Total 50,308 3,285 

West Coast 
Washington 22,137 2,886 
Oregon 12,387 1,528 
California $1,357 14,099 
Nevada $73 127 

Total 116,754 18,640 
Total All States 1,187,792 100,913 
Reported by States 95.77% 86.94% 
Industry Total 1934 1,240,284 116,069 





ing pants || Utilities Engineering Institute | 








REPRINTS OF THE STATISTICAL AND MARKET REVIEW MATE- 
RIAL, PUBLISHED IN THE JANUARY ISSUE OF ELECTRICAL MER- 
CHANDISING ARE AVAILABLE UPON REQUEST. PRICE 10 CENTS. 
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SPECIAL 30-DAY OFFER 


THESE TWO GREAT 


(per CLEANERS 


in Combination to Sell at 
PRESENT RETAIL PRICE 
The Apex B-82 (Motor-driven Brush) Deluxe Floor Cleaner $59.50 
The Apex C-75-T Hand Cleaner (complete with tools) $16.50 
TOTAL $76.00 
Saving to Consumer during this 30-day Special Offer $16.50 


THE APEX C-75-T HAND CLEANER 





THE APEX 8-82 DELUXE MOTOR DRIVEN BRUSH CLEANER 





; 






radiators, upholstery, cloth- 
ing, motor cars. Even removes 
surface dirt from fleors. 





Glove-fitting handle with convenient thumb- 
control of power-switch. Twenty-five feet of 
rubber-covered cord with molded soft-rubber 


ERE’S the greatest cleaner value ever 
offered by Apex—two handsome, modern 
cleaners at the price of one. Not seconds, 





rebuilts, obsolete stock or clean-up to make 
way for new models. 


The Apex B-82 Deluxe Motor Driven Brush 
Cleaner has unequalled appeal through its 
many exclusive, patented features. The Witch- 
way handle! Built-in Shaddo-lite! Pres-toe 
pedal to adjust nozzle height, and visible 
indicator of the seven positions. 








a 
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plug and strain-relief. Extra large bag. 
Powerful two-speed Apex motor. Motor- 
driven brush with forward sweeping action. 


And now for 30-days you can offer your 
customers this great cleaner together with 
the C-75-T Hand Cleaner (plus tools) at the 
price of the B-82 alone. And your margin- 
percentage maintained. Thirty days only! Wire! 





APEX ROTAREX CORP. © CLEVELAND, O. 
Subsidiary of The Apex Electrical Mfg. Co. 
West of Denver: APEX ROTAREK MFG. CO., Oakland, Calif. 
In Canada : THE ROBERT MITCHELL CO., LTB., Montreal, P.Q. 


apex 3 apes fia apes “ apex oni 


LET APEX STRAIGHTEN YOUR SALES CURVE WITH AN APPLIANCE 10 FEATURE EACH SEASON OF THE YEAR 
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KELVIN 


EXPERIENCE 


kor more than 20 vears, Kelvinator has been 
pioneering in the solution of problems involving 
the control of temperatures, In that time, Relvin- 
vtor has made many important contributions to 
slomestic and commercial clectrie refrigeration. 
\ lithe: over five veare aga, Kelvinator began to 
ture its attention to the new business of air con- 
ditioning. Kelvinator did not leap headlong into 
production of air comdlitioning equipment, but 
worked slowly toward a method of coordinating 
the various factors involved. Kelvinator set out 
to establish a method based on sound engineering 
practice, allowing full play of the famous Kelvinator 
Sistem of EXACT SELECTION. In thi« way, the re- 
sult to be attained is always kpown in advance and 
equipment selected from Kelvinator’s complete line 
to accomplish the result. Naturally, with such a 
method there & the ntmost protection forthe dealer 


~inee it climinates erfor and consequent come-back. 





KELVINATOR | 


ADVERTISING 


(ne of the foremost topics of interest to the 
public today is air conditioning, and Kelvinator 
is putting the full force of an extensive advertising 
campaign behind Kelvinator attainments and 
principles in this business, We are letting the 
public know what the Kelvinator method is and 
are pointing out why satisfactory air conditioning 
cannot be secured on other terms—why air con- 
ditioning is not capable of becoming a standard- 
ized proposition. In trade publications, where 
the field is reached which will do most of the 
purchasing for commercial air conditioning, Kelvin- 
ator is carrying direct application messages, point- 
ing out that Kelvinator experience, the Kelvinator 
System of EXACT SELECTION and the Kelvinator 
complete line are the answer to the utmost in 
economy and assured satisfaction in an air condi- 
tioning installation. Kelvinator has labored to in- 
sure profitable operation for every qualified dealer. 











PRODUCT 
There is no question about Kelvinator’s competi- 
tiveness in the field of air conditioning so far as 
product is concerned. In its more than 20 years’ 
experience, Kelvinator has learned how to pro- 
duce equipment to meet special needs such as 
those now met in the heating, cooling, humidifi- 
cation, dehumidification, circulation and filtration 
of air. The Kelvinator line of coils, compressors, 
self contained, remote and suspended units is 
complete enough to take care of any capacity met 
with in air conditioning for domestic, commercial 
or industrial installations, The Kelvinator set-up 
provides for a trained air conditioning engineering 
survey of premises and a recommendation of 
equipment based thereon —the dealer's protection 
against slipshod methods—the dealer's assurance 
of low inventory. Kelvinator is leaving no stone 
unturned to make a Kelvinator air conditioning 
franchise the greatest asset a dealer can have in 
the field... . KELVINATOR CORPORATION, 14250 
Plymouth Road. Detroit, Michigan. Factories 
also in London, Ontario, and London, England. 
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